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Appleton-Engineered 
for Amazing Efficiency! 


Here’s high floodlight operating efficiency 
PLUS real floodlight lumen output! To utilize 
the remarkable new 1500-Watt Quartz-Iodine 
Lamp to the fullest possible extent, Appleton 
has designed and developed this sensational 
new fixture. 

For a host of hard-to-light situations, the 
Appleton Intenso Quartzlite 1500 floodlight 
complements the new, more powerful filament 
type lamp with truly compact design. Light in 
weight, easy to install, easy to handle, this 
floodlight will do a more efficient job than a 
comparable conventional floodlight. 


The 22 lumens per watt throughout life of the 





nest ». in the industry! 


Quartzlire 1500-watt lamp represents 50 
greater light than that of a 1500-watt PS52 
lamp. It gives a full 22 lumens per watt con- 
stantly through a 2000 hour life. 


The Quartzlite 1500 offers an unusually effi- 
cient beam pattern. Its beam spread in the 
vertical plane has a very sharp and easily con- 
trolled cutoff, eliminating excessive ‘‘spill”’ 
light. There is wide horizontal light distribu- 
tion. This floodlight can be used either out- 
Joors, or in most indoor areas. 


a 


Contact your Appleton Field Engineer, Franchised 
Distributor, or write today for Bulletin QL 15-161 


PPLETON 


electric company 


1701 Wellington Avenue, Chicago 13, I/linois 





= Only C-L-X 
_ 9 Sealed Cable Systems 
J " 
' Can do so Many Jobs 
so Well 


Simplex C-L-X is a packaged combination of cable and 
an extremely pliable, corrugated metal sheath. It 
requires no separate duct or conduit regardless of 
environment. It is available with steel sheath and 
plastic jacketing; and with copper or aluminum 
sheaths, with or without plastic jacketing. 


By using a single length of 3-conductor 15KV C-L-X 
for both underground and aerial use, a Southeastern 
utility company saved more than 20,000 dollars from 
what it would have cost for a complete underground 
duct system. 


Conduit life in this company’s calcium chloride rec- 
lamation building was only 6 to 9 months. The 
conduit was replaced with a C-L-X cable system which 

after two years of operation, shows no signs of 
deterioration. 


An East Coast petroleum tank farm used a C-L-X 
8-conductor cable protected with PVC for direct burial 
in ground that was saturated with oil, gas and water. 
Result: Perfect performance at a sizeable savings 
over conduit systems. 


Only Simplex C-L-X offers you: Exceptional Strength 
..- Unequalled Pliability . . . Protection from Liquids 
and Gases... Faster Installation and Lower Costs. 
Send for Illustrated Brochure containing Application 
and Engineering Data. 


SIMPLEX WIRE & CABLE © 


CAMBRIDGE, MASSACHUSETTS 
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TO OUR DISTRIBUTORS 


One of the most aggravating problems facing many manufacturers 
today is how to j products from being sold by non~ 
authorized or competiti j j unfortunately, many 
distributors are not sO They are 
perfectly willing to wor 

split-profit basis, justifying s transactions by placing 
them in the "friendship" category: In fact, they '11 tell you 
that on occasions they, too, are forced to pick up competitive 
devices from other distributors as a matter of customer 


service OF to protect their position with certain customers. 


We have no quarrel with our distributors who exchange our 
products with, oF sell them to, other Square D authorized 
distributors. On the other hand, Wwe emphatically disapprove 
of our distributors selling Square D equipment to competitive 
distributors uniess they do so at the proper resale price 
level. BY thus eliminating the profit possibility, we 

are firmly convinced that the number of these so-called 
"courtesy" exchanges will drop to a bare minimum. And that, in 
our book, will contribute to a better wanufacturer-distriburor 
relationship. 


We make every effort our distributors from 
"pootlegged” m to do likewise. 
we offer this $s utors in the cause 


of more profitable business: 


sincerely, 


Ww. J- Moriarty 
Manager, Distributor Relations 
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in METAL 
gra PLATES 


WOODGRAIN 


STAINLESS 
STEEL 


America’s Largest 
Most Complete Line 


Specification Quality! 


Bell De Luxe Metal Wall Plates 
offer a complete selection to 
meet every need. Thousands of 
different sizes, styles, and finishes 
— durably made of top-quality 
materials to give lasting satisfac- 
tion. For the finishing touch .. . 
specify Bell! 

ci 
@ Standard 1-Gang to 10- Gang 
@ Custom in Any Combination 


@ Engraved, Oversize, Power Out- 
let, other Special Types 


NEW 
WOODGRAIN 


to match wood panelling for dens, 
playrooms, etc. 


Widest Variety of Handsome 
New Finishes! 
@ Chrome ©@ Stainless Steel 
@ Satin Brass @ Antique Metal 
@ Ivory and Brown Crackle 


Send for Big 
Free Colorful Catalog 
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Credits and Collections 


WITH your kind permission, we'll 
depart from our customary considera- 
tion of the contents of this monthly 
package of profitable sales and man- 
agement ideas to talk about something 
very close to our hearts. 

We mean—your opinions! That we 
welcome them, goes without saying 
Often, we feel that we don't receive 
enough of them. 

We know that the discussion, the ex- 
change of ideas is there. 
it on every field call, at every trade 
show and convention. But in letter 
form, the response is slim and critical 
response is slimmer still. 

When we do get an “irate” letter, 
it delights us. We’re reminded of the 
responsibilities as well as the privileges 
of the free press. 1776 becomes now— 
not something in the “conformity”- 


We sample 


buried years that have passed. 

You will find one such letter on 
page 6. It is from two distributor 
readers who disagree with antitrust 
editorials written and signed by EW’s 
Editor, George Ganzenmuller. You 
will also find his reply which (he 
pointedly points out) does not close 
the discussion. 

There is your invitation. And on 
page 46, you will find another appeal 
to air your views on cash discounts 
a controversial subject that’s warming 
up once more. 

Speaking about the temperature of 
reader comment reminds us of a 
sports-writer friend who covered Cu- 
ban baseball b.c. (before castro). He 
commented on a shortstop’s ball-bob- 
bling. Next day: shot at. Next day: 
with Yankees at Sarasota. 

So please, send us missives—not 
missiles. 
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Announcing 2 FREE RIB&aID 
Sales-Boosting Displays gm 


‘leew 
ewe TOOLS 
POWER DRIVES PIPL MACHINES 


to help boost your 
pipe tool and die sales! 


sa 2 os hue Ue he he he he es es re ee ee De DU Ue ee UR OR 8 8 8 88D pee 
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Rickce(ID Me. 60 SWING-AROUND FLOOR DISPLAY 
Display is Free ...You Pay Only for the Tools! 


| 
i 
I 


Here’s an easy way to build salesof for it rotates freely, and listen to 
26 popular RIGID Work-Saver your cash register ring. Tools are 
hand tools and thread cutting oil. locked in place . . . pilfer-proof. 
Attractive, hammered aluminum Display and tools are shipped com- 
finish and brilliant RIG1D red are pletely assembled in a special 
sure to draw attention. Give it just container . . . ready to start selling 
16” of floor space, even in a corner, when opened. Order yours today! 


RIice(ID Neo. 51 DIE DISPENSER for Drop Head, 
Three-Way 
and 65R Threaders 


Dispenser is Free...You 
Pay Only for the Dies* 


You'll be delighted with in- 
creased die sales when you 
hang this attractive 13'»’’ x 
14”’ metal dispenser where it 
will be a constant reminder to 
your customers that they 
need new dies. Only dies with 
high sales volume are in- 
cluded in the display assort- 
ment. What’s more, you get 
easy die size selection 

spot inventory control. 


cei tus 


all 


¥ 


te Eee e 
by SE, ak 


Dies are finest tool steel for greatest thread cutting accuracy. Dies are 
shipped in dispenser . . . ready to start selling the minute you put it up. 


Don’t lose sales. 
Order your #51 Die Dispenser today! 
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LETTERS TO THE EDITORS 





Blurred by Copious Tears 


Dear Sirs: 

I have just finished reading your 
March and April editorials covering 
the government’s action against the 
electrical manufacturers convicted of 
price-fixing and bid-rigging. 

They were rather difficult to 
because so many words were blurred 
by the tears you shed for 
poor, General Electric, 
Westinghouse, et al. Nowhere in your 
two statements do you offer one iota 
of criticism against the obviously im 
moral and illegal acts committed by 
those private corporations 
Rather, you make our government the 
villain of the piece 

Could it be, Mr. Ganzenmuller, 
that your editorial judgment was in- 
fluenced by the fact that a large num- 
ber of the indicted firms are heavy 
advertisers in McGraw-Hill publica- 
tions while the government is not? To 
paraphrase a thought in the April 
editorial; “In no way are we be 
permitted to obtain the benefits 
of a freely independent publication 
Rather, we are at the mercy 
and industrial advertising 


read 


copious 


persecuted 


business 


of com- 
mercial 
budgets.” 

Since I am not a captive journalist, 
may I point out some truths in this 
“sad story’? 

I quote your March issue; “The gov- 
ernment 
the biggest beneficiary of the profits 
obtained through the conspiracies it 
prosecuted.” This outlandish bit of 
would get you expelled 
any reputable course in simple eco 
What you are 
effect, is; let us, (manuf.) overcharge 
the government $1,000,000 for a 
piece of equipment because we 
then pay about $240,000 in taxes on 
the profit, and everyone will be happy 
Everyone, that is, except John Q 
Citizen, who must ante up the $760.- 
000 differential he wouldn’t have to 
pay under ordinary competitive con 
ditions 


To bring these figures down to 


through taxes—is probably 


logic from 


nomics. saying, in 


can 


more personal basis; would you ap- 
acting 


competitors to 


prove of your fuel supply firm 
in concert with his 
drive your cost of oil up to a 
Think of the wonderful 
send the 
not that naive 


dollar 
per gallon? 
they 
I’m sure you are 


taxes would govern 
ment 

In the April issue you compare the 
electrical price-fixing 


to the Congressional action of price 


manufacturers’ 


certain farm products 
and ask why it is illegal on one hand 


Again 


supports for 


and legal on the othe your 


position is untenable 


6 


The government, in creating a firm 
foundation of price supports, is doing 
so to help a sick portion of our econ- 
omy, not to enrich big business. You 
can rest assured that General Electric 
and Westinghouse, in particular, are 
far from being invalids in need of 
medical help from Doctor Sam. 

Near the end of this editorial, you 
that a “damage-suit ven- 
detta’ is in the making. I am _ in- 
trigued by your use of this word. It 
appears that, as long as the sheep 


mention 


are being shorn by the electric clip- 
pers, you offer no murmur of protest 
to this cynically immoral perversion 
of “free” enterprise. But, let the poor 
animals turn on their tormentors and 
label this defen- 
“a vendetta.” 

ALBERT BARON 

SAMUEL STAHLMAN 
ELECTRICAL SUPPLY CO. 
N.Y. 


immediately 


you 


Sive action 


SOUTH BAY 
PATCHOGUE, L. I., 


/ 


e The preceding letter is the most 
challenging one this writer has re- 
lin 14 years with EW. Its stine- 
ing sentences and devastatingly well- 


turned phrases cannot go unanswered 


celved 


(if you sense a sigh of relief at the end 


of this long reply, it is because such 
happily for our diges- 
more often than 


at least so far). 


needling letters 
don't 


once in 14 years 


fon, arrive 


Messrs. Baron and Stahlman are 
right, of course, in emphasizing the 
illegality of the convicted companies’ 
bid-rigging price-fixing conspir- 
acies. No argue with that. 

They are wrong, of course, in sug- 
that our editorial judgment 
influenced by the fact that the 
convicted companies are heavy adver- 
tisers in McGraw-Hill publications. If 
we would have pleased 


and 
one can 
resting 


Was 


this were so, 
companies even more by not 
publishing a line on the trials and 
convictions. But perhaps Messrs. 
Baron and StahIman, for the purpose 
of their letter, found it convenient 
to overlook the 14-column news story 
in our March issue (page /00), detail- 
ing the individuals and firms fined, 
the judge’s statement, the impending 
damage suits, etc. In how many other 
‘freely independent” electrical publi- 
cations they noted such cover- 


1 
these 


have 
rRICAL WHOLESALING is most 
not the captive of its ad- 
Not one new product item, 
news story, not one feature 
irticle—not a single damn line!—has 
appeared in this publication because 
of advertiser pressure. The only ma- 
that appears on the editorial 


certainly 
vertisers 


not one 


terial 


pages of this magazine is there be- 
cause, in the opinion of the editors, 
it represents useful information to our 
readers. Or it’s there, in the case of 
some continuing controversies, be- 
cause it represents the “other side,” 
and hence is an attempt to be fair. 
We may be wrong on occasion in our 
judgment of the rightness of what is 
printed, but advertiser pressure—or 
the fear of it—has no influence what- 
soever on our editorial decisions. 

In fact, far from pleasing our ad- 
vertisers, items or statements on our 
editorial pages have on occasion an- 
noyed or infuriated some of them. If 
Messrs. Baron and Stahlman choose to 
disbelieve this, we'd be most pleased 
to refer them to one or two of our 
advertising salesmen for cases in 
point, or to our publisher, who was 
once threatened with a punch in the 
nose because of a 3-line item 

Enough on this—but an accusation 


of venality is an anathema and a lie. 


These two gentlemen apparently 
favor Big Government but hate Big 
Business. They are for agricultural 
price supports these aid a 
“sick portion of our economy.” But 
if they study the facts, they will find 
such subsidies have helped the big 
farmers most and the small farmers 
least. This is indeed an irony. 

And as for our position being un- 
tenable, it is interesting to note the 
New York Times used the term 
“schizophrenia” to describe official 
price-fixing attitudes rather than our 
“double standard.” 

Another woolly bit of wording is 
apparent. Messrs. Baron and _ Stahl- 
man, with obvious irritation, refer to 
the price-fixing conspiracies as “this 
cynically immoral perversion of ‘free’ 
enterprise.” Their indignation is un- 
derstandable, but their use of free 
enterprise is questionable. This writer 
is for free enterprise, too—the freer 
the better. But if it’s really free en- 
terprise we're talking about, then we'll 
have to turn back the clock to Adam 
Smith’s time. Competition was purer 
then, and the influence of government 
on the economy wasn’t so powerful 
and so pervasive. 

The lesson in economics, however, 
is a neat turnabout. If their examples 
are reasonable (heating oil a buck a 
gallon? It’s 15.4 cents), then their 
arithmetic is unassailable. 

Apparently this writer failed to con- 
vey what he believes to be a major 
consideration—that the antitrust laws, 
in their wording, interpretation and 
application, are highly questionable 
For one thing, they fail to curb the 

Continued on page 91 


because 


milder 
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Wl DRIP-FREE ">. 
Unitized ; 


Unretouched 
photograph 


This cut-away view illustrates how the improved “’SOLID-FIL” develop- 
ment completely encapsulates internal ballast components leaving no 
voids .. . forming integrated UNITIZED CONSTRUCTION. 


Advance Transformer Co. brings the lighting industry an- 
other outstanding development in Fluorescent Lamp Ballast 
design. This design incorporates the principle of Unitized 
Ballast Construction . . . ballast housing, core and coil, 
capacitor and the improved “SOLID-FIL’ development, 
DRIP-FREE combined with an exclusive method of controlled pressure 
filling, offer DRIP-FREE Unitized Construction. 
QUIETER The Advance “SOLID-FIL” development differs from other 


MORE EFFICIENT types of solid fill materials in that it retains a pliable con- 
HEAT DISSIPATION sistency and will not become brittle with age or heat, per- 


mitting retention of its excellent thermal and sound deaden- 
GREATER SAFETY ing characteristics. Accelerated heat tests far above those 
experienced in an actual lighting installation, proved con- 
clusively no deterioration or drippage of the Advance 
“SOLID-FIL” development. 
The new Advance “SOLID-FIL” ballasts assure quieter op- 
eration, more efficient heat dissipation, greater safety and 
drip-free operation. 





cwenanr' suse | TRANSFORMER CO. 


2950 NO. WESTERN AVE. CHICAGO 18, ILL. U.S.A. 
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TIMES and TRENDS 





“Tightening Up the Operation’ 


The 1960-61 recession is over—at least that’s what 
Life Magazine said April 14. And a week earlier, 
Business Week noted: “The sweet smell of recovery 
is in the air as the second quarter gets underway. More 
and more experts are joining the chorus of those who 
insist that the ‘bottoming out’ occurred in February 
and March, and that from now on improvement will 
be gradual and orderly.” 

The briefest, shallowest—and probably the most 
publicized—recession of the postwar period apparently 
didn’t hit too many electrical distributors too hard. 
Sales were down 1% for the industry last year. The 
first quarter of this year was generally reported to 
have been slow (EW—April ’61, p.156), with un- 
usually bad weather a factor in several regions. Now 
business seems to be on the upgrade, with prospects 
for construction, in particular, looking better and 
better. 

The turn in events was so sudden that an article 
in this issue may have lost some timeliness. We're 
referring to a survey on “optional spending” (page 33). 
In mid-March, we asked a distributor what business 
problem was uppermost in his mind at the moment. 
He said, “incidental or optional expenses, such as 
entertaining customers, supporting social activities of 
local associations, placing courtesy-of-a-friend type 
advertising, and so forth. With business down,” he 
asked, “are distributors cutting these items or not?” 
It seemed worth checking, so we teletyped our news 
bureaus to query 44 distributors across the nation on 


their current attitudes and actions on such incidental 
expenses. 

The results were mixed, as might be expected. A 
majority, however, are cutting allocations for such 
diverse expenditures as ball-point pens and Beefeater 
martinis. Nonetheless, attitudes ranged widely. Take 
Chicago, for example: 

Said one distributor there: “We have cut our en- 
tertainment about 25%. The way these guys are shop- 
ping price these days, it doesn’t make much difference 
if you entertain them or spit in their eye.” 

Said another wholesaler—though in a real minority 
“We just increased our remuneration allowed sales- 
men for entertainment by 50%. This may not be what 
some others are doing, but we feel that when business 
is off you don’t pick it up by staying away from your 
customers. This program of sharply hiking entertain- 
ment allowances is something of an experiment and 
will continue for about three months, so that the 
company can evaluate results.” 

What's taking place in Chicago and elsewhere was 
summed up by a third distributor. “We're tightening 
up our whole operation,” he said. “These marginal 
things are being cut—not a lot, but some.” 

So, it seems the electrical wholesaling industry is 
taking another hitch in its belt. With the continuing 
pressure on profits, this would probably be the case 
anyhow, whether the general economy were trending 
down, bottoming out, or—as it is apparently doing 
now—heading back up 


Heat and Harm, Perhaps Some Light 


Senator Estes Kefauver is busily making headlines 
again. His essay into the well-trod arena of the elec- 
trical antitrust conspiracies last month already has 
spilled much printer’s ink. Since a Republican member 
of his Senate Antitrust and Monopoly Subcommittee 
has termed the proceedings “a publicity venture” and 
‘a three-ring circus,” further such references would 
only be redundant. 

It doesn’t take much imagination to visualize the 
new bumps and bruises the already convicted com- 
‘ panies will bear when they emerge from the hearings. 

But compassion may be out of order since a reader 
has taken this writer to task (page 6) for shedding 
too many tears for “poor, persecuted General Electric, 
Westinghouse, et al.” The best we can do for now is 
block off our lachrymal glands and point to a state- 
ment made by a Democratic member of Senator 
Kefauver’s subcommittee: “We should not pretend 
there is not a measure of unfairness” in holding public 
hearings while litigation is pending. 

As a result of the investigations, Senator Kefauver 


hopes to uncover enough new information “so that 
the subcommittee can decide in what manner to 
strengthen the antitrust laws to prevent such shocking 
conspiracies from happening again.” If this should 
lead to a lot of public attention being focused on the 
up-to-dateness of the antitrust laws, it might be educa- 
tional. About all the public seems to know about these 
laws today is that the violators are always gluttonous 
businessmen, smoking long, fat cigars, with dollar 
signs plastered all over their vests, and their hands 
busily picking the public’s pocket for billions of dollars 
This was the picture when Teddy Roosevelt busted 
the trusts, and it’s the unfortunate stereotype today. 

If the “strengthening” that Senator Kefauver has 
in mind is to bring industrial prices under more 
governmental control, then we'll move another step 
away from what Judge Ganey referred to as “... the 
image of that economic system of free enterprise 
which we profess to the country and . . . which we 
offer today as a free world alternative to state control 
and eventual dictatorship. .. .” 


neil ——. 


Editor 
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WIREMOLD’S 
* ELECTRIC 
IDEAS” 





Produ 


New UL rating increas 


New Underwriters’ Laborato 
ratings on Wiremold 3000 mak 
the only raceway on the mar 
with these capacities. (See tab 

These new ratings permit 
many as 14 No. 6 conductors t 


installed, as compared to th 





Typical helpful information 
from monthly 4-page ad in 
Electrical Construction and 
Maintenance — moves goods 
from distributor shelves. 





All WIREMOLD products are sold 


through electrical distributors — your 





best source for all electrical products. 


Another way Wiremold helps 
direct business to distributors. 
For complete copy of latest 
issue, mail coupon below. 


2 ee ee ee ee ee ee ee ee ee ee 
WIREMOLD @® Hartford 10, Connecticut W1-5 
Please send latest ELECTRIC IDEAS to: 


NAME 





COMPANY 





WireMoLD” 


HARTFORD 10, CONNECTICUT 


ADDRESS 
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TOP OF THE NEWS... and its significance to you 





Cause Célebre 


Subcommittee 
Seeks Subpeonas 


Steel, Cooper, 
And Autos 


Personal Income 
Downtrend Reversed 


Cash Discount Dropped 


Inspectors Plead 
“Not Guilty” 





Three months ago, in a Philadelphia courtroom, sentencing was 
handed down in a price-fixing conspiracy that has echoed throughout 
all the canyons of the electrical industry. Here is a round-up of 
events since that day of reckoning: At present the Senate Antitrust 
and Monopoly Subcommittee is conducting hearings on the electrical 
equipment manufacturers’ price-fixing conspiracy, under the chair- 
manship of Sen. Estes Kefauver (D-Tenn); those executives of the 
General Electric Co. sentenced to prison terms have departed 
from the firm; the federal government has filed six more damage 
suits against eleven manufacturers, after filing its first suit against 
five manufacturers for more than $12 million in triple damages; the 
Antitrust Division of the Department of Justice has emphasized stiff 
penalties against antitrust law violators; the Attorney General has 
criticized business for lack of vigor in rooting out “corruption” in 
management and has urged the adoption of ethics codes; Westing- 
house Electric Corp. has offered “voluntary restitution” to customers 
presenting claims for damages, the firm also, under the direction of 
President Mark Cresap, Jr., has adopted a Code of Ethics; and 
needless to say, attorneys throughout the nation are preparing 
damage suits for federal, state, and local governments, and utilities 
who claim damages from the conspiracy. 


“ .. . so that the subcommittee can decide in what manner to 
strengthen the antitrust laws to prevent such shocking conspiracies 
from ever occurring again,” was the purpose declared by Senator 
Kefauver at the opening of hearings into the electrical equipment 
price-fixing scandal. At the outset of the hearings, Kefauver, along 
with buyers of equipment involved in the antitrust actions sought to 
obtain grand jury subpeonas, but Judge J. Cullen Ganey deferred 


decision. 


Steel demand continues to rise as production reaches the highest 
output in 10 months. On the copper scene, indications are that the 
$.29 a lb price may be raised shortly. Industry authorities cite 
steadily increasing domestic demand for the metal and _ political 
turmoil in important copper producing areas abroad. Speaking of 
output, the five major U.S. auto makers built fewer passenger cars 
in the first quarter of 1961 than in any similar quarter since 1952. 
Ihe companies built 1,184,722 cars in the first quarter, 40.8% 
below the 2,002,229 mark in the same period of last year. 


Personal incomes received in March turned higher for the first time 
in five months, according to government figures released recently. 
Also industrial production showed a slight rise from the February 
pace, the first sign of improvement in eight months. Private home- 
building in March spurted 8% beyond its normal monthly rise and 
reached its highest rate since last August. 


The General Electric Co. has announced it has dropped its 2% cash 
discount on its line of motor controls, effective April 17. Reasons: 
“A new look at the marketing situation and a reorganizing of pricing 
philosophy.” 


lwo New York City electrical inspectors arrested in March have 
pleaded “not guilty” to charges of conspiracy, taking unlawful fees, 
and extortion. The two were arrested on charges of allegedly at- 
tempting to “shake down” a motion picture company filming on 
location in New York. 
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ANOTHER 
CAROL a ay Pe 


“Flush-Fit”’ 


FIRST! OQ oo 4% 


RANGE ni 
RYER CORDS N 


Featuring ‘‘Flush-Fit'’ Molded-on Plug 


NEW COMPACT DESIGN! Special Carol molded-on plug 
only one-half the size and weight of ordinary types... 
fits flush against receptacle. 

NEW FLAT CORD! Parallel conductors . . . more flex- 
ible, easier to install than ordinary cords. Attractive, 
modern gray color. 


NEW ADJUSTABLE STRAIN RELIEF! Fastens cable securely 
to outlet box. 2-way locking design. 


NEW EXCLUSIVE PACKAGING! “See-Thru” vinyl bags re- 
place ordinary sleeve-packaging ...cleaner, easier to 
stock .. . make eye-catching merchandising display. 


Cords also available in sturdy, reshipper cartons. All 
specifications— part number, gauges, ratings, length—on 
both types of package. Gauges also stamped on termi- 
nals for clear identification after unpacking. 





Available in full range of sizes and ratings. 
Order now...and SEE the difference in sales! 








When you call 
for cable, | 
ee 





COMPANY 


t Company, Inc., Pawtucket, Rhode Island 
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NEW PRODUCTS 





Fixtures 
Newly designed fixtures provide 
incandescent area_ illumination 


One outlet lights 4 bulbs accommo- 
dating 100-w each. Two models. QA- 
4 holds 4 bulbs and Du-2 
bulbs. Complete with hanging acces- 
and porcelain sockets. Units 
for illumination kits, 
with diffuser panels. Kits range from 
2-ft x 8-ft to 4-ft x 8-ft, 4-in. e Pace 
Setter Products, Inc., Houston, Texas. 


holds 2 


sories 


designed area 


Silicon Transistors 
Eight new silicon mesa transistors 
available 


Designed for medium power audio to 
medium frequency applications. New 
transistors JEDEC type desig- 
nated, 2N497, 2N497A, 2N498. 
2N498A, 2N656, 2N6S56A, 2N657 
2N657A. Low saturation voltage 
low input impedance make de- 
suitable for high 
amplifiers and general switching ap- 
plications, maker General 
Electric Co., Liverpool, N.Y. 


Ballast 


Unit is said to offer drip-free uni- 
tized construction 


are 


and 
and 
linear 


vices level 


Says. @ 


unitized ballast 
ballast housing, core 
and coil, capacitor and new “Solid- 
Fil’ material. Material is polyester 
that is said to retain pliable consistency 
and will not become brittle with a 
or heat. Solid-fill 
dissipate heat faster, provide greater 
safety and quieter operation. e Ad- 
vance Transformer Co., Chicago, Hl. 


Design incorporates 


construction 


yo 
c 


material is said to 


Street Lamp Control 


Designed for mounting on street 
lamp poles, cross arms, etc. 


Called Solatrol SPL-108, unit is rated 
at 1,000-w capacity with hermetically 
sealed photo-electric switch. Built-in 
time delay acts to prevent accidental 
swiiching by stray light. | 
prewired, complete with 
Solar Sonic Devices Inc., 
N.Y. 


nit 
bracket. e 


Hicksville, 


comes 


12 


Manual Starter 


Designed for use with fractional 
horsepower motors 


Class 10. starter provides manual, 
across-the-line, start-stop. or off- 
on control of fractional and one horse- 
power single phase electric motors. 
Single and two-pole devices include 
built-in trip-free thermal relay to pro- 
tect motor from sustained overload. 
Iwo pole starters required to break 
both lines for dc applications, and 
recommended for all ap- 
plications. e Furnas Co,. 
Batavia, Il. 


Wireholder 

Designed for use on 3-in and 4-in 
pipe 
“Oversize” wireholder, No. 6913, is 
heavy gauge, hot galvanized hardware 
and copper bail reinforced porcelain. 
New wireholder mounts on larger size 
pipe than any other wireholder in com- 
pany’s line. e Porcelain Products Co., 
Carey, Ohio. 


severe ac 
Electric 


Heater 

Electric unit is wall surface mounted 
type 
Heater called “Compact” mounts di- 
rectly on wall surface. Depth is 2%4- 
in, width 15-in and height 16-in. Heat- 
ing elements are encased in_ steel 
sheaths for safety. Heater has no mov- 
ing parts. 500 and 750-w models avail- 
able in 120-v as well as 240-v. All 
models available with or without over- 
loading existing house circuits. e Sun- 
tron Corp., Chicago, Ill. 


Range Hood 
Unit is 
wired 


self-contained and pre- 


Powerful impeller provides ample air 
movement whether directed through 
wall, eaves or roof, maker says. Fin- 
ished in copper or satin chrome, hood 
is available in 24-in, 30-in, 36-in, 42- 
in lengths to fit into any construction 
plan. Unit has push-type switches, de- 
pendable fan, built-in light and is pack- 
ed complete with gasketed duct flange. 
e Fasco Industries, Inc., Rochester, 
N.Y. 


Readout Lamps 


Line of 5 different-sized electro- 
luminescent lamps introduced 
Units designed to display letters and 
numbers for wide variety of applica- 
tions including computer panels, and 
time and temperature indicators. Let- 
ters formed by energizing specific seg- 
ments of 14-segment alphabet-type 
lamps or 10-segment numeric-type 
lamps. Largest size lamp is 4*%i«-in 
high x 3is-in wide and is available in 
both numerical and alphabetical types. 
Smallest size character available is '2- 
in high. None of lamps are more than 
‘go-in thick. e Lamp Div., Westing- 
house Electric Corp., Bloomfield, 
N.J. 


Wall Plates 


Plates 
steel 


are type "302" stainless 
18% 


soft, 


chrome and 
warm 


Units composed of 
8% nickel have tone 
which matches steel hard 
ware. Type “302” has highest degree 
of corrosion any ol 
stainless steels and is suitable for use 
in institutions, laboratories, restau 
rants, etc. e Pass & Seymour, Inc., 
Syracuse, N.Y. 


stainless 


resistance of 


Fixtures 


Designed for high intensity illumina- 
tion in plants 


Units available with 25% 
lighting component, 10% 
component and completely 
white top reflectors. Upward compon- 
ent fixtures have lamps located di 
rectly below open apertures to get 
maximum benefit from “chimney 
fect.” Available for 2 or 3 lamps in 
4-ft or 8-ft lengths. e Mitchell 
Lighting Div., Comco Corp., Chicago, 
Til. 


upward 
upward 


enclosed 


ef- 
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tie) 


DISASSEMBLY 
OF STUD! 


NEW EFCOR BAR HANGERS 


Moles. ¢-i- 10) Gage -715. 
IN ONE QUICK STEP! 


CUTS ASSEMBLY TIME Just remove the outlet box knockout, slip box over bar hanger stud, 
tighten with screwdriver, and you're set! No parts to remove and replace. 


Plus these added features for fast, dependable installation! 


EXCLUSIVE LENGTH GAUGE 


5)| Lets you pre-set hanger bar length before 
=~ installation. 


EXCLUSIVE GRIPPER PRONGS* 
Permanently locks prong into wood. 


t. Applied For 


HEIGHT GAUGE 


Accommodates most common settings— 
easily snapped off for other applications. 
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EXCLUSIVE NON-SLIP BAR SECTIONS 
Slide easily for proper length setting 
but will not fall apart. 


HEAVY-DUTY CHANNEL DESIGN 


Special rib-reinforced bar cross-section 
| resists bending, twisting— 
takes 20% greater loads. 


Available in both stud and no-stud assem 
blies. Can be reversed for additional in 
Stallations. Just two bar sizes cover any 
length from 111%” to 26)”. Also available 
in preassembled box and bar units. SEND 
FOR FREE SAMPLE 


ELECTRICAL FITTINGS CORPORATION + 37-50 57th St. * Woodside 77, N. Y. 
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Floodlight Louver 


Engineered for positive 
cut-off in any direction 


45-deg 


New design floodlight louver is engi- 
neered for positive 45-deg cut-off in 
any 
lamp 
shielded 


direction to completely conceal 
from view. Full- 
louver fits in all outdoor 
bullets using any PAR-38 
or R-40 medium base reflector lamp 


Unit is die-cast in one deep-contoured 


brightness 


standard 


prece to provide ample open-air space 
for eflicient lamp cooling. Available 

e Stonco 
Kenilworth, 


lenses 
Co., 


colored 


Products 


also. with 
Electric 


N.J. 


Phasing Tester 

Determines correct phase relation- 
ship before joining circuits 
high resistant 
mounted on 


consists of 

units voltmeter 
Epoxiglas insulated Two 
housings are joined by of 15 
kv insulated flexible cable. Unit is 
first connected across phases on each 
line to determine if both are 
gized. It is then hooked 
ductor of circuit 
ponding phase of other circuit to make 
that phases will not be in 


connected. Used on voltages 


lester 
and 


housings 
22-ft 


ener- 
Over con 


one and to corres 
certain 
correctly 
up to 15-kv. Extension resistors avail- 
that unit can be used on 
voltages from 15-kv to 75-kv. e 


A. B. Chance Co., Centralia, Mo. 


able sO 


Wall Plates 


New line of decorator wall plates 
now available 
Called Decorator Wall Plates. they are 
variety of 
Made of 
process 1S 
that 
motifs are integral part of 


designed in a decorator 


inspired motifs heavy-duty 


plastic, molding acconi- 


plished in such a way various 


plate it 


self, eliminating possibility of thei 


wearing off. Line is comprised of 


single toggle switch; double 


gang 
single 
receptacle e Dinnerware 
Electric Corp., 


gang toggle switch; and gang 
double 


Dept., Westinghouse 
Bridgeport, Conn. 
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Luminaires 


New line of fluorescent luminaires 
designed for school use 


Called Triumph line, can be 
supplied in variety of panels, 
shielding, and sizes. Side panels of 
either metal or double-walled lum- 
inous available. Choice of 
shielding includes 35 deg x 45 deg 
metal louvers, 35 deg x 25 deg metal 
louvers and prismatic shielding. Lum- 
inaires come in or 4 lamp widths 
and 4 or 8-ft lengths. Units have been 
designed for mounting with standard 
hangers, but can be adapted for sur- 


units 


side 


plastic 


face mounting since solid top panel 
is available. e Lighting Div., West- 
inghouse Electric Corp., Edgewater 
Park, Cleveland, Ohio. 


Bar Hangers 


Units said to eliminate many box 
mounting problems 
SX bar hangers come in 2 types. Clip 
type bar has self-centering clip held in 


with captive screw. Knock-out hole of 


outlet box is slid over clip and tighten- 
ed. Stud-type bar has positive locking, 


2-piece, n fixture which at- 
securely through knock-out 
hole. Both types securely engage out- 
let box to expandable bar making unit 
permanently tight. Two different adjus- 
table lengths available in both types 
of bar hangers 14-in to 18-in and 18- 
Both types available in 
sets complete with choice of outlet 
boxes. e Appleton Electric Co., Chi- 
cago, Til. 


stud 


taches 


in to 26-in 


immersion k.caters 


Designed for commercial equip- 
ment for kitchens 
Designated type TTUH-CO, units 
equipped with built-in burn out pro- 
tection and manual reset control. Sen- 
sing element of limit control is silver 
soldered to heating element causing 
immediate interruption of current, 
thus preventing heating from “running 
capacities of heaters 
from 120, 208 to 240-v and 
wattages from 1,000 to 7,000-w. e 
Edwin L. Wiegand Co., Pittsburgh, 


Pa. 


Power 


dry 


range 


Connector 


Unit has satin smooth interior and 
reamed throat 


1 


Designated '2-in Greenfield screw-in 
connector, No. 203. Superior die cast 
construction is said to enable installer 
to just screw connector into 1'%-in 
flex. Completely assembled with cad- 
mium plated steel locknuts, No. 203 
is packed 250/carton. @ Allen-Ste- 
vens Conduit Fittings Corp., Wood- 
side, N.Y. 


Motor Controls 


Designed to start, stop and pro- 
tect irrigation motors 
Known as “IP” irrigation pump con- 
trols, units are provided with rain-tight 
enclosures. Have fusible disconnect 
switch or circuit breaker mounted in 
with contactor. Overload pro- 
relays provided as specified 
Disconnect switch and contactor in 
unventilated upper compartment of 
enclosure. Lower compartment, venti- 
tilated, contains overloads. New am- 
bient compensated overload is optional 
feature. Comes in NEMA sizes 1,2,3, 
4, and 5 with ratings up to 200-hp at 
440-550-v. Usually supplied in 3-pole 


construction for 3-wire, 2- or 3-phase 


series 
tective 


power systems. 
e Arrow-Hart & Hegeman Electric 
Co., Hartford 6, Conn. 


Elbows 


Pulling elbows said to have exclu- 
sive roller feature 


Designed for wiring of motors, panel 
boards, circuit breakers and _ similar 
equipment in hazardous areas. Type 
ELBD elbows are explosion-proof and 
dust-tight, for Class 1, group D, and 
class 2 group E, F and G locations. 
Large chamfered wiring chamber has 
roller at each end over which large 
sized or stiff, lead-covered conductors 
slide into and out of hub without dam- 
aging insulation, maker says. 1-in and 
2-in sizes are without rollers. All hubs 
are chamfered and have _ tapered 
threads. e Appleton Electric Co., Chi- 
cago, Ill. 


Outlet-Plug 

Unit is combination receptacle and 
plug 
Unique design plug has both a recep- 
tacle and plug in one-piece unit, and 
can be changed in seconds if worn 
or broken. First, wire is cut and then 
pushed up through hole in plug and 
extended 4-in. Wire is then looped 
and pushed down to bottom of hole 
at opposite side. After pulling wire 
tightly, connection is firmly in place 
and ready for use. Unit has no screws 
or nuts. Rated 15-amp, 125-v, ac-dc. 
e Odegaard Electronics Mfg. Corp., 
Brooklyn, N.Y. 
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IT’S MADE RIGHT — TO SELL RIGHT! 

Modern Design, Sure-Grip Handle. Cleans Easily with 
Damp Cloth. Highly Visible. Prevents Accidents and 
Damage to Light and Cord. Built-In Strain Relief. 
Heavy-Duty, Swing-Open Guard with Hook. Yellow 
Guard (Baked Enamel on Steel) 


Its 3. 


NEW ROYAL ALL-VIN ' 
with 3-Wire Grounding Outlet 
for Power Tools and Appliances 


SAFETY-WIRED! . SAFETY-COLORED! ¢ 
. . . Royal’s all-vinyl, all-yellow trouble light is 
really loaded with sales power! Engineered for 
extra safety and extra convenience, this new item 





in the popular Royal line is equipped with both a 
3-wire U-ground outlet and a 2-wire outlet. It also 


3-WIRE U-GROUND OUTLET 
ONE SIDE 


ives you another important and exclusive sellin 
gives you another important and exclusive selling 2-WIRE OUTLET OTHER SIDE 





point: The bulb guard is grounded to protect the 
user against electrical shock, and the 3-wire outlet ~ 
is designed to ground 3-wire-equipped appliances 
or tools that are plugged into it. 

Extra tough, too... the ALL-VINYL construc- 
tion of the new Royal trouble light handle, cord 
and plug resists oil, acid, and grease . . . with- 
stands hard use and abuse that shorten the life 
of ordinary trouble lights. 





Pee eneT eres cerrwerr Tr eeertrerr wey 


—_— 


3-WIRE, U-GROUND OUTLET ONE SIDE, ("4 
2-WIRE OUTLET ON OTHER; VINYL ~ 
HANDLE, CORD, MOLDED-ON PLUG ("4 





SHIPPING CARTON 
QUANTITY WEIGHT 


CATALOG 


NUMBER TYPE CORD 








18-3 SJT 12 30 Ibs. 
18-3 SJT 6 25 


45-3260 25’ 
J-3261 50’ 





45-3270 25’ 
45-3271 50’ 


SEE YOUR ROYAL REPRESENTATIVE é 


f Mh 2-WIRE OUTLET ON BOTH SIDES* " 
YZ VINYL HANDLE, CORD, MOLDED-ON PLUG @ 


16-3 $JT 12 36 
16-3 SJT 6 31 


Individually packaged in 


attractive corrugated display cartons 




















SHIPPING CA“<TON 





ELECTRIC TT 
-- @M associate of Z 
ROYAL ELECTRIC CORPORATION, PAWTUCKET, RHODE ISLAND 


In Canada: Royal Electric Company (Quebec) Ltd., Pointe Claire, Quebec 


May, 1961—ELECTRICAL WHOLESALING 


CATALOG 
NUMBER 


TYPE CORD 





QUANTITY 


WEIGHT 








45-3250 
45-3251 








18-2 SJT 
18-2 SJT 





12 
6 





25 Ibs. 
20 





*Not Grounded 








Testing Kit 
New unit measures volts, amps and 
ohms 


Kit includes new snap around instru- 
ment that measures voltage, amperage 
and resistance. Called Amprobe Junior 
Testmaster, unit can be used in esti- 
mating, and for installation, trouble 
shooting, production, engineering and 
maintenance of electrical equipment 
and appliances of all types. Kit con- 

instrument itself, ohmmeter 

attachment, 2 safety-type 
energizer and carrying case. 
Six models available; from 0-25 to 0- 
100 amps; either 0-125/250 or 
0/150/600-v ac; and ohmmeter scale 
with mid-range reading of 12-ohms. 
Unit guaranteed for 90 days e Pyr- 
amid Instrument Corp., Lynbrook, 
a 


sists of 
battery 


leads, 


Connectors 


Coaxial cable connectors have 
crimp-on construction 


Connectors available in miniature 
(DM) and bayonet locking 
(BNC) series. Provided with only 3 
handling parts. Manufactured in 
weatherproof or non-weatherproof 
Connectors have _ captive 
contact construction and 50-lb cable 
pull minimum. e Dage Electric Co., 
Inc., Beech Grove, Ind. 


series 


versions. 


Unions 


Units feature small exterior 
dimensions 


New line of all-aluminum, explosion- 
unions available in 2 models. 
EUF series has male ends, and EUM 
series has male end and a female end. 
Body and ring are tapered to provide 
positive seal if interior explosion oc- 
curs. Sizes provided to handle '%2-in 
through 2-in conduit. e Killark Man- 
ufacturing Co., St. Louis, Mo. 


proof 


Compressors 


Line of integral motor compressors 
and pumps unveiled 


Units designed as air source in spray- 
ers, sprinklers and pneumatic tools. 
Line features new integral motor-com- 
pressor, Sprayit No. 90 diaphragm type 
115-v, 60 cycle shaded pole motor. 
Unit weighs 10-lbs, and is 8-in by 8-in 
x 5-in wide. Line has 8 models. Inte- 
gral motor-compressors range from 
lightweight unit which delivers about 
l-cu ft per minute at 10-15 Ibs pres- 
sure, to one which delivers about 3.0 
cfm at 40-lbs of pressure for spraying 
Range in compressor pumps is from 
2.6 cfm to 9.2 cfm displacement at 
pressures up to 150-lbs. e Sprayit 
Div., Thomas Industries Inc., Louis- 
ville, Ky. 
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Fasteners 


Suitable for masonry applica- 
tions of brackets and clamps 


One-piece fastener combines nail and 
anchor in single piece. Anchors come 
in aluminum and steel, in sizes from 
4e6-In X %s-in to 4%4-in x ¥2-in. Insert- 
ing anchor and hammering nail home 
expands anchor deep in masonry for 
secure holding power. Anchor locks 
fixture in place, leaving it unaffected 
by vibration. e The Rawlplug Co., 
Inc., New Rochelle, N.Y. 


Safety Light 


Electroluminescent unit emits 
green glow and is enclosed in white 
plastic frame 2'%4-in x 234-in. Can be 
plugged into any standard 110-125-v 
ac power supply. e Radio Corporation 
of America, Lancaster, Pa. 


soft 


Motor Starters 


New Bulletin 709  across-the-line 
motor starters available in 7 starter 
sizes—Size 00 through Size 5—with 
maximum. ratings from 1'2-hp, 220-v; 
2-hp, 440-550-v up through 100-hp, 
220-v; 200-hp, 440-550-v. Units fea- 
ture double break contacts of an im- 
proved, cadmium oxide silver that re- 
sists welding, manufacturer says. Con- 
tacts shaped so that they seat squarely 
upon closing. Starters have totally 
enclosed arc chambers that confine 
arc. e Allen-Bradley Co., Milwaukee, 
Wis. 


Dimmers 


Units called Hi-Lux use standard wir- 
ing. Only 2 connections required. Dim- 
mers replace any ordinary single pole 
or 3-way switch. Model RD-600_ is 
variable from zero to half-power (con- 
tinuous). RDC-600 is continuously 
variable from zero to full power. 
RDQ-600—interchangeable—used in 
3 and 4-way combinations and for 
multiple units per gang. RDQC-600 
continuously variable from zero to full 
power. Units said to be only 500-w 
miniaturized electronic variable dim- 
mers designed for incandescent light- 
ing. @ Slater Electric Mfg. Co., Inc., 
Glen Cove, N.Y. 


Oscilloscope 


Miniature oscilloscope suitable for 
electrical and electronic uses 
Unit called Primer-Scope, Mark I, 
is small scope adaptable to numerous 
testing and experimental applications. 
Weight 534-lbs. Size 7'%4-in high, 
3'2-in wide, and 11'%4-in long. Main 
scope component is special 3-in cath- 
ode ray tube, incorporating integral 
magnetic shield to prevent stray or 
spurious pickups. Unit checks circuit 
performance and can be used for 
equipment trouble-shooting. Input, 
105-125-v, 60 cycles; power consump- 
tion 40-w at 117-v 60-cycles; 0.5 amp 
e Waterman Products Co., Philadel- 
phia, Pa. 


Fixtures 


New fluorescent sign-lighting fix- 
tures available 


high level of uniform 
illumination for approximately 30% 
than total cost of conventional 
sign lights. New fixtures can be top 
or bottom mounted, individually or 
in continuous rows. Pre-wired and 
pre-assembled for fast installation. 
Three lengths available—4, 6, or 8-ft. 
Either 800-milliamp or 1,500-milliamp 
high-output lamps can be used. Unit 
has extruded aluminum reflector with 
permanent baked-on enamel finish 
Protective plastic cover which slides 
into grooves at bottom edge of re- 
flector can be supplied if unit is to be 
bottom mounted. e Lighting Div., 
Westinghouse Electric Corp., Edge- 
water Park, Cleveland, Ohio. 


Units offer 


less 


Garden Lights 


Unit is lightweight aluminum 
and fiberglass 


Constructed of fiberglass, aluminum, 
copper, porcelain and vinyl-plastics 
Lamp, convenience outlet and 
are weather protected. Operates with 
40-w, 60-w or 100-w bulb. Three- 
wire cord and plug (10-ft) and 
grounded convenience outlet provide 
for maximum safety features. Chained 
vinyl plug provided to keep outlet 
closed and dry when not in use. e 
Rab Electric Manufacturing Co., New 
York, N.Y. 


cord 


Slide Switch 


Designed for 
and appliances 


small instruments 


New single pole, 2-hole 
ac use, compact slide switch designed 
for use on small instruments. Switch, 
reduces arcing, has non-welding solid 
silver alloy contacts, and silver plated 
rockers. @ Circle F Mfg. Co., Trenton, 
N.J. 


mounting. 
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Only Yesterday . . . Arrow-Hart 

pioneered in creating the first switch 

featuring quiet, mechanical action, and 

first to offer a complete line of quiet switch 

Today . . . Arrow-Hart, having introduced mor 

quiet switches than any other manufacturer, ran 

in the design and development of these switches a 


now offers the most modern switch available — the ~ 


Space-Saver Quiette Switch. Designed for thin-wall con- 
struction, the Space-Saver Quiette Switch is a further 
addition to Arrow-Hart’s full line of Quiette A.C. 
Switches — the most complete line available! 

Whatever your specifications, there’s a member of the 
Arrow-Hart Quiette Switch family engineered for the 
application. 


es 


Write for your copy of the new folder, ““The Complete 
Quiette Switch Line,” Form No. 327-G1371 to The 
Arrow-Hart & Hegeman Electric Company, Dept. EW, 
103 Hawthorn Street, Hartford 6, Conn. 


| Y SWITCHES SHOWN INCLUDE H&H SPECIFICATION GRADE. SQ 
Listed as stondard by Underwriters’ Laboratories | 


ARROW 


HART 
Mme 1890 


WIRING DEVICES + MOTOR CONTROLS + ENCLOSED SWITCHES + APPLIANCE SWITCHES 


WHEN YOU THINK OF WIRING DOEVICES, 
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THINK OF ARROW-HART 





stand out from 
“LOOK-ALIKE” 


lamp suppliers 


carry 


CHAMPION LAMPS 


and get more 
STEADY, PROFITABLE BUSINESS 


Instead of carrying the same line of lamps 
everyone else carries, too,and wondering which 
supplier will get the business, add Champion 
Lamps to your line and steer steady volume and 
profit your way. 


Champion has been making good lamps — and 
good customers — for over sixty years. 


tee. 


Your Best Buy in Lamps CHAMPION LAMP WORKS, Lynn, Massachusetts 
CHAMPION FLUORESCENT-INCANDESCENT 
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RACO HELPS YOU... 
do a better >: « .. Save time ane money 


ok a as 


qRA ACO masonry Goes 


RACO’ WAY 


OLD WAY 


eliminating re-tapping and reducing ‘‘mudding around" 
Available in 2, 3, or 4 gang boxes; 242" or 342" depths with 
"or %" knockouts. Whatever the job, Raco has a time-saving 
masonry box to fit the need 


Raco masonry boxes have a ‘‘sheer"’ rectangular design saving 
installation time—no ears to cut around. 

Raco boxes are deep—conduit fits the voids of the block 
perfectly. Device holes are on the inside of Raco boxes — 


RACO MASONRY Thru-the-wall Boxes 


time to install. Available in three sizes—for use with 4”, 6” or 
8” cement blocks. You save time and money, do a better job, 
with Raco masonry through-the-wall boxes 


Raco masonry thru-the-wall boxes replace two boxes, one fitting 
and two plaster covers—you save money, material and labor. 
Square cornered Raco boxes require less ‘‘mudding"’ and less 


Send for the Raco masonry box brochure today. 


“G3 te Oa INC., Aurora, Illinois 


2 QF COs 
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SWITCH NOW | 
AND SAVE 


THE DIFFERENCE } 


ere’s how changing from copper 
to Rome’s aluminum TW building 


wire can Improve your profit picture 


The figures in the table tell the story. An installation using aluminum instead of cop- 
per building wire usually costs less. Savings on wire cost vary with size, as indi- 
cated in the table. Simply select the size and multiply the difference in cost by the 
amount of wire required. It follows, too, that the more times you use aluminum, the 
more you save. And don’t forget, lightweight aluminum is easy to handle. For ex- 
ample, 1000 feet of No. 1 AWG copper Type TW weighs 115 lbs. more than aluminum 
wire of equivalent current-carrying capacity. Those are pounds you don’t load, 
unload or carry. The savings in dollars are obvious. And you'll appreciate the ease 
of nandling with the first installation—and every one that follows. For the full 
story on Rome Aluminum TW wire, contact your nearby Rome distributor or sales 
representative. Or, write to Rome Cable Division of Alcoa, Dept. 17-51, Rome, N. Y. 


ROME CABLE CORPORAT 


Rome Synthinol Type TW with aluminum conductor is available in a full 
range of sizes starting with #6 AWG. Underwriters’ Laboratories approved 
The insulation, a thermoplastic compound, is flame-resistant, oilproof, 
easy to pull, free-stripping and has extremely high dielectric strength. 


7 f 4 3 Z - 4 3 p a 
ROME CABLE 


oivetsion 











ROME SYNTHINOL BUILDING WIRE 


TYPE TW =- 600 VOLTS 


Underwri ters’ Approved 


ALUMINUM SAVINGS 


NO. OF N ! PERCENTAGE 
STRANDS “i TRAN PRICI DOLLARS (Approx.) 


4 $54.10 $13.20 20% 

1/0 109.00 28.00 = 20% 
300 MCM 311.00 95.00 23% 
750 MCM 729.00 219.00 28% 





“= 





* ee 





» »\ 
™” 


oi” 





FOR THE MAN WHO.... 
LIKES SPEEDY INSTALLATIONS 


=Z wire. 
ressure 





Underwriters’ Listed N 
Meets Fed. Specs. ° 250 


fast “easy. lowers costs 


es t th ot 1 g : EAGLE E-Z WIRE receptacles are individually packaged in the 
WIRE PR E SSURE r R MIN ALS for insured connections commas wrapped EAGLE 'SHO-P AK": meet Federal Specificatior 
‘ crewdriver i UNDERWRITERS’ LISTED 
DEPENDABLE — COMPETITIVE — PROFITABLE 
PREVENTS HAPHAZARD CONNECTIONS oO the man who likes speedy easy installations and lower co we 
EAGLE E-Z WIRE PRESSURE TERMINALS ar ire-tight and pr recommend the following EAGLE E-Z WIRE receptacles 
ent | ectior I orat t > termir t nade with EAGLE’s high standard of quality and perfection. Al 
rUl pecific ons more pulling competitively priced 
find r job ; No. 210 E-Z WIRE DUPLEX FLUSH RECEPTACLE 15A-125V 
EAGLE E-Z WIRE PRESSURE TERMI No. 220 E-Z WIRE T-SLOT DUPLEX RECEPTACLE 15A-125V 
es to te t ds or shorts No. 250 E-Z WIRE PARALLEL GROUND DUPLEX 
I pe mtacts insur doub RECEPTACLE 15A-125V 
EAGLI onstruction; plaster rs No. 255 E-Z WIRE TANDEM GROUND DUPLEX 
tive pecification grade RECEPTACLE 15A-250V 


all available in Brown or Ivory 


SOLD THRU WHOLESALERS ONLY — WRITE FOR FREE LITERATURE AND SAMPLE 


EAGLE ELECTRIC MFG. CO., INC. Se 2 
LONG ISLAND CITY 1, NEW YORK 
“PERFECTION IS NOT AN ACCIDENT" 
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GET IN ON THE BIG 


protit ab fOD-U 


ON 
MOE LIGHT/ SIAR 4%: ¢ 
<< 


3 POPULAR 
FAST INSTALLING TYPES 


® Pre-Wired 

® Finger-tip Adjustment \ ; 

©@ Heavy Gauge Construction ’ 

® Housing Completely Assembled aie GET ] FRE 
e Extra Large Outlet Box 

® Knockouts for Any Type Conduit | EVERY 4TH ONE 

® One-Piece Wrap-Around Reflector S > 

® Outlet Box Pulls Out for Easy Wiring IS PROFIT 

® Listed By U.L. 

@ Bar Hangers Furnished 








Pre-wired Pre-wired Pre-wired 


MOE LIGHT MOE LIGHT STAR oz 


100-150-300 WATT 60-100 WATT we - 150 a - 
Featuring Frame-within-a-Frame Construction. Values to match Moe Light squares Out-value competition in every way 
Outstanding high quality. Best box point for point in installations where especially low price . . . featuring snap- 
available at competitive prices. shape is a factor. on bar hangers (included). ' 
M-6646—100 watt—$4.22* M-5614— 60 watt—$3.87* SL-2866—100 watt—$3.46* 


M-6648—150 watt—$4.82* 
M-6623—300 watt—$8.22* M-5616—100 watt—$4.27* SL-2868—150 watt—$4.19* 


BUY 3—GET 1 FREE BUY 3—GET 1 FREE BUY 9—GET 3 FREE 


*Housings only .. . glass and trim not included. Contractor-Deaier prices showg. Offer expires June 30, 1961. 


\) 


On, MR. DISTRIBUTOR... MONEY for YOU...More 
T H Oo M A Ss y 7: than 60,000 contractors and other users of recessed 


sly, 


» 


fixtures will see this MOE Light Bonus-Special 
announcement in the May issues of LIGHTING, 


INDUSTRIES INC. 
CONTRACTORS ELECTRICAL EQUIPMENT and 
MOE LIGHT DIVISION ELECTRICAL SOUTH. The deal is pre-sold for you, 


207 East Broadway * Louisville 2, Ky so contact your MOE Light representative now for 
your tie-in promotion material and get your share of 
the profit. 


Ny 
CTT. 


TIN \ 


The W 
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Careful planning is now paying off... 
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What's new for you from Cutler-Hammer? 


Prize-winning plant in Lincoln, Ill. 
improves quality, speeds deliver 


“It’s a model of clean efficiency. It’s de- And every Lincoln produc 
igned to produce a highly competitive prod- (/ributor iten 


uct for today’s and tomorrow’s growing It means deliveries will I 


petter 
markets ...spaciously laid out...each pro- ever before. Located in the U.S. populatic 
duction step blends harmoniously into the h ideal 
whole. Even circuit-breaker inspection facil- 
ities are designed for on-the-spot UL tests.”’ 
The above quote from FACTORY maga- 


, What else is new at 
zine explains why Cutler-Hammer’s new 


Cutler-Hammer ? 

This new award-winning plant typifies the 
forward-looking new Cutler-Hammer. As a 
Cutler-Hammer partner, you'll see more 
What does this mean to you ? and more improvements in products and 


iT 


It means you'll be seeing more and more _ service. You'll see more aggressive sales and 


distribution apparatus plant in Lincoln was 
selected as one of the ten best factories 


in the United States in 1959 


uperior quality products from Cutler- advertising helps than you've ever had be- 
Hammer. The new beauty-styled Safety- fore... all part of a well-conceived plan 
breaker is typical of the advanced designs to make the ‘‘challenging sixties’ the best 
that this modern facility makes possible. decade in your history. 


WHAT’S NEW? ASK.. 


CUTLER- HAMMER 4 


Cutler-Hammer inc., Milwaukee, Wisconsin e Divisior rborne Instruments Laboratory e Subsidiary: ¢ 
Hammer international, C. A. e Associates: Cutler-Hammer Canada, Ltd.; Cutier-Hammer Mexicar 
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from 


VIRDEN 
LIGHTING 














Cheerful Greeting with this new garden or 
walk light. Fiberglas shade in tole green and 
white. Portable or permanent installation 

V-7600 


Capture Her Attention with this striking 
cluster of ceramic pendants in eggshell 
white with pierced diamonds. To duplicate, 


order 3 V-1935 and V-1683 spreader 


- Dramatize Your Rooms with this modern 
design. ‘‘Square round” white opal globe is 
accented with strips of walnut and brass. 
V-1961. Note companion piece over stairway. 























mie ad ee | 
Brighten Your Bath with these new matching fixtures. Milk white glass inlaid with 
sparkling multi-colored mosaic. V-6515 over mirror. V-6510 at sides. 


i 


. 

* 

* 
*.. ‘ : ‘ 
: a ood M8 . 


7 


READ 'N RELAX with these adjustable twin brass designs. Panel is walnut, shade 


is polished brass with white metal directional inserts. V-6095 
Gracious Hospitality with this striking pulldown. Shade has prismatic lens on bottom, 


iced glass flecked with silver on top. Accents are polished brass and walnut. V-1161. 
And don’t forget valance lighting to bring out the beauty in draperies! 


f 


j 


























TTENTION: 

pot VIRDEN DISTRIBUTORS 
| two-page ad 'S 4p 
pearing now In the leading maga- 
zines read by the builders and 
electrical contractors in your area 
Use this support. Be sure they 
know they can buy these new 
Virden fixtures from you 


This colorfu 





From Virden comes a brilliant new 
line of home lighting fixtures! New 
styles ... new designs... new mate- 
rials...in the finest collection of 


“light ideas’ in our history. 


Now you can add new glamour, new 
sales appeal to your homes in liter 
ally dozens of ways, and do it easily 


and inexpensively! 


Your Virden distributor will have our 
new line on display soon. Be sure to 
see it. You'll find his name in the 


Yellow Pages of your phone book. 


NEW CATALOG! Just off the press, 
it shows in full color our complete 
new line. New pulldowns, new ce- 
ramics, new clusters, a wonderful 
variety of ceiling and wall uni 

door lighting... in fact, ev 

you need to make your 

more beautiful...day an 

Ask your Virden distributor f 

free copy or write Virden 

6103 Longfellow Ave., Cleveland 
Ohio. In Canada, John C. Virden 
Ltd., Toronto, Ontario. 


Veil Rees 
VIRDEN LIGHTING 


Member American H 


JOHN C VIRDEN < 
VIRDEN LIGHTING 


Piants in Cleveland, ( 


Virden Lighting, Dept. EW 
6103 Longfellow Ave., Cleveland 3, Ohio 


Rush me your new “‘light idea’ 
Catalog, V-62 


Name 


Address 





64 great Van Heusen premiums at one wholesale cost to you! 


No matter which prize an award winner chooses from Van Heusen’s 16-page men’s 
wear catalog in full color, the wholesale cost to you is the same*. Think of the : 
paperwork time you'll save! Just furnish the winners’ names and addresses. 
Van Heusen will do the rest. They can choose their prizes from our catalog, then 
we'll drop-ship as little as one item direct to each winner. You don’t even have to 
make a prior commitment or carry any inventory.For full information write: 
Premium Sales Division, PHILLIPS-VAN HEUSEN CORP. 


within pennies 417 FIFTH AVENUE, NEW YORK 16, N. Y 


Please note: Van Heusen me wear is available to manufacturers as incentives for their salesmen, distributor salesmen and as premiums to retailers 
for buying a specified quantity of merchandise (dealer loader). Our program does not permit individuals to purchase our men’s wear for personal use. 


ELECTRICAL WHOLESALING—May, 1961 





For your customer’s sake 


ANARADADE:- 
UUIVIrFANEL 
BLACKHAWK ADJUSTABLE BAR HANGER 


Send for your free sample — find out for yourself why it is the fastest, 
easiest, neatest, most economical way to hang all ceiling light fixtures. 


Check Blackhawk’s exclusive “clipper” — no screws 


to tighten — saves time and money on any job. 


“¥ “ 
BLACKHAWK ADJUSTABLE BAR HANGER WITHOUT FIXTURE BLACKHAWK ADJUSTABLE BAR HANGER WITH FIXTURE STUD 
STUD—The answer to residential wiring jobs. Lower in price. — 560 used between joists from 12” to 18”. 561 used 


Allows more room in outlet box. 562 used between joists between joists from 18” to 26”. 
from 12” to 18”. 563 used between joists from 18” to 26”. 


For quick, permanent installation. Avail- to required spacing. No notching is nec- 
able with or without fixture stud. Made essary because support edges of hanger 
of heavy gauge steel they are adjustable are formed to act as plaster gauge. 


MANAADADC 
SEND THIS COUPON FOR YOUR FREE SAMPLE 
LUNITANE 


Blackhawk Industries Dept. EWS! 
Box 708, Dubuque, lowa 


Please send me my free sample of Blackhawk Adjustable Bar Hanger 


as | _State_ 


| --ware Blackhawk Industries, Dubuque, lowa 
< 7 [ages ries Where the new ideas come from 


Leeeeee eee eee eeeasacaacad 


Nn 
0° 
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Open the door to more orders 
...With General Electric 


~ ctnenanes ide 1 


: fluorescent 
os 
Son 
om 
eo 


——— 


and o 
— 
sna on ae 
eet oe 
1 eae re 


= 3 


ree... 4 ; 
ae | SMS OE Miss. 2 


I Mail this handy G-E “Starter Selector 2 Call personally to deliver this 
Guide” to every prospect you nave—its jmpressive G-E trouble-shooting 


useful data for maintenance men. E ss 

Enclose a letter offering him a “trouble-shooting chart for fluorescent lighting. You 
chart” for fluorescent lighting, that he can hang up make friends with most any maintenance 
on his wall. Suggestions for this letter are avail- man, when you give him this “Maintenance 
able to G-E distributors, from General Electric. Guide for Fluorescent Lighting.” It tells him 
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from maintenance men 
fluorescent starters 


GE STARTERS GivE You 
SPECIAL PROTECTION 
AGAINST SHOCKS 


Raat Sat 


G-E FS-4NA ST 
BEST FOR No. “pay 


OPERATION IN 
Hor, HUMID AREAS 





~ 
GENERAL Gm we ee 


3 Offer him General Electric starters — 
how to spot and fix the most troublesome light- the maintenance man’s favorite brand! 


ing problem. It shows him which G-E starters You’re most likely to get orders with G-E starters. 

he needs, and where to get them (—from you!) They offer exclusive money-saving features. They 
The helpful chart puts your man in a recep- are advertised in ten magazines. 

tive mood for a starter order — very often General Electric Company, Wiring Device Dept., 

leads to sales of other wiring devices, too! Providence 7, Rhode Island. 


Ask your G-E representative to help you get in on this sales-making program! 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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Gentlemen: 
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DESIGNERS OF AMERICA’S MOST DISTINCTIVE OUTDOOR LIGHTING 
TEAM UP WITH AMERICA’S FOREMOST ELECTRICAL DISTRIBUTORS. 


a” THE J. H SS paultns CO. 3731 DIRR ST. CINTI.23, OHIO 
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OPTIONAL SPENDING: 


Sliding, Surging, 
or 


HEN BUSINESS slows down, what do distributors 

do— increase or cut their expenditures in such areas 

as entertaining customers and handing out ball point 
pens? 

In order to find out, ELECTRICAL WHOLESALING, Via its 
news bureaus, conducted a coast-to-coast survey of 44 
distributors, keeping in mind that while the business trend 
is currently up, sales by electrical distributors fell na- 
tionally by 1% in 1960 from 1959 and were generally 
sluggish for the first quarter of 1961 (EW-—April, p 
156). Here are the questions EW asked: 

1. Are you spending more or less now as against a year 
ago on such expenses as entertaining customers, member- 
ships in country clubs, dues in service organizations and 
electric leagues, “courtesy of a friend” type advertising 
and contributions to charitable organizations? Why? 

2. If you are spending less, in which areas have you 
cut your expenses most? 

3. What has been the reaction of your salesmen and 
customers to this? 

4. Are you considering any other steps to either cut or 
increase these expenses? 

Of the 44 distributors interviewed by telephone, 25 say 
they are slicing such incidental expenses, 2 say they are 
increasing them and 17 claim they are spending the same. 

Of the 25 distributors who say they are cutting down, 
the areas that are getting the biggest cuts are (in this 
order): entertainment, contributions, advertising, mem- 
berships. Other expenses chopped: phone bills, wages, 
labor costs, personnel and delivery. 
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Standing Still? 


Many distributors, in cutting one expense such as mem- 
bership in a local country club or voluntary contribu- 
tions to charities, are re-allocating the funds saved to 
other areas where the “dollar is closer to the customer,’ 
as one distributor put it. These areas have been defined 
as anywhere from catalogs to sales expenses 

Only two of the distributors interviewed have increased 
these fringe expenses. The reasons for raising them are 
similar in both cases —and it’s not due to a rise in busi 
ness. One says it’s an experiment to back up his theory 
that when business is off, you don’t pick it up by staying 
away from customers. The other says that he believes in 
having his salesmen make more calls on customers and 
keeping their customers happy. Also, he believes in spend- 
ing money on advertising from profits, not from 
deficits.” 

Those distributors who stated that their expenses have 
remained the same either cut down their expenses a few 
years ago and have stayed on that scale ever since, or 
have stretched out these fringe costs so they go further, 
and any decrease is barely noticeable. 

The over-all attitude of distributors seems to be one of 
a general tightening-up. The business attitude of the dis- 
tributors interviewed seems to be a mixture of caution, 
gloom, indifference and optimism. Salesmen and custom- 
ers have been sympathetic, report the distributors, and 
not one wholesaler reports a disgruntled customer 

As one distributor says in Los Angeles: “The salesman 
is spending more time on selling and less time on en 
tertaining.” 


CONTINUED 





Optional Spending Survey (cont.) 





SAN FRANCISCO: Nothing Lavish 


Three distributors were contacted in San Francisco. 
One of them says he is spending less money by far this 
year in entertainment and on charities. Customer reaction 
has been sympathetic because “they are all doing the 
same thing in their own firms.” This distributor also states 
that he would make more cuts if he knew where he 
could. 

The other two distributors interviewed said they were 
spending about the same, and entertaining and charities 
have not been cut in the case of one distributor. “What 
has been cut,” he says, “is membership in useless or- 
ganizations.” The other distributor said he made drastic 
reductions two years ago and his spending has remained 
the same since then. Christmas presents were eliminated, 
but birthday gifts were permitted. “Entertaining has 
brought no big change because we’ve never been over- 
lavish.” Here are the direct quotes: 

e “Less money by far is being spent this year. As far 
as salesmen are concerned no target figures were given 
them, but we have told them to cut their entertainment 
expenses. No memberships have been cancelled, but we 
have cut down the number of company representatives 
in some groups, so as to cut down the total dues load on 
the company. As for charities, we have cut heavily on the 
truly voluntary drives that ask for cash. But it has been 
almost impossible to avoid contributing merchandise to 
some local charities. This sort of charity is really com- 
pulsory in nature, so there is little we can do about con- 
tributing 

“There has been little customer reaction, but by and 
large they are sympathetic. They are all doing the same 
thing in their companies, and they understand what is 
happening. I think this entertaining bit has been badly 
overdone in the past anyway. We would make further 
cuts if we knew where. Can't do it to salaries, and in- 
creasing volume means we need people. However we 
have put out the word that future cuts, if needed, will be 
more drastic than the ones we have made to date.” 

e “About the same is being spent. We have made a 
few changes, although we have not cut down on charities 
or entertainment. What’s been cut is membership in ‘use- 
less organizations,’ as we call them. But we have re- 
tained membership in local Chamber of Commerce and 
in National Association of Electrical Distributors and Pa- 
cific Coast Electrical Association. These groups are, of 
course, of direct value to us. We might tighten up on 
present entertainment policies. We ask salesmen to spend 
on each account on its own merits, and not to waste dol- 
lars and time on low-profit accounts. This is not a cut- 
and-dried rule in any sense, but we might be mentioning 
it as a principle a bit more often this year. There has 
been no particular reaction to our measures.” 

e “Spending this year about the same. We made radi- 
cal reductions two years ago, but no specific changes over 
last year. We eliminated Christmas gifts to customers, 
but permitted birthday presents. As for routine entertain- 
ing, we were never over-lavish, so there has been no big 
change. Because our salesmen are on a profit-sharing 
plan, they realize it is incumbent upon them to cut their 
expenses. We compute commissions partly on the basis of 
expenses, so if a salesman is lavish, he knows that he 
better be turning out a profit for his pains or he will feel 
it in his own commission. We deduct club memberships 


34 


From Coast-to-Coast 


from commissions also on a percentage basis, so this 
succeeds in weeding out activities which don’t generate 
business pretty well. We are not considering further 
steps, as we think the profit-sharing plan is pretty good 
and count on  self-policing on extraneous expense 
generation.” 


DETROIT: “2 Drinks Instead of 4” 


All but one of the six distributors contacted in Detroit, 
Mich. have cut expenses in various fields such as delivery, 
advertising, contributions, fund-raising campaigns, enter 
tainment and labor, the latter being through labor-saving 
methods. Primary reason: downturn in business. One dis 
tributor, however, is not making any changes in expenses 
on entertainment, etc. because “our business was up 21 
per cent in the first quarter of this year vs. last.’”” He does 
not, however, contemplate increasing expenses, and his 
plan is to hold firm until the fall. 

Another distributor summed it up for this area when 
he said that “we will still take them (customers) to lunch, 
but at a less expensive restaurant. We will still order 
drinks, but two instead of four.” 

Customers? In Detroit, they seem to understand the 
situation, and there has been no reaction. Distributors 
reacted to EW’s question with the following statements 

e “We've not been involved in club activities or o1 
ganizations, hence no curtailing orders. We've been a lit 
tle more cautious in entertaining but have not taken 
drastic steps to reduce the program. Only expense cutting 
we are considering is through delivery, Originally we 
owned two delivery trucks. We tried to reduce this cost 
by selling the trucks and switching entirely to a cartage 
system, however, this proved as expensive as our two 
trucks. Now we're going to purchase one truck, for the 
bulk of our deliveries, and use a parcel service for small 
inexpensive orders. We believe our latest system will cut 
expenditures considerably.” 

e “We are not making any changes or reductions in 
entertainment, club activities, or social functions, because 
our business is on the rise. Business was up 21 per cent 
in the first quarter of this year vs. last, and right this 
minute we have back orders. Consequently, we’ve waived 
any thought of reducing expenses. Temporarily we do not 
contemplate increasing salaries. We’re going to hold firm 
on this until early fall.” 
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Entertainment's Being Trimmed 


e “Yes, we have adjusted the over-all spending budget 
in an attempt to decrease unnecessary expenditures 
Primarily we targeted the decrease in advertising, outside 
contributions, and outside fund raising campaigns. We're 
not placing ads in local house organs, newspapers, etc 
and we're not contributing to any outside organizational 
fund-raising schemes. 

“We've had this austerity program in effect for the 
past two months without creating ill-will among custom- 
ers or salesmen. We're contemplating a wage decrease, 
the first of May, if current business picture does not im- 
prove. We had a wage cut in 1958 without losing per- 
sonnel or creating animosity, so I think it can be repeated 
Our employees understand that this step would only be 
mandatory through necessity.” 

e “Yes, our expenses have been reduced. Our over- 
head, in line with other Detroit businesses, had to be 
cut because of the decline in business. We are analyzing 
all expense items that are critical to business, but we have 
not halted expenses anywhere. You might say we are 
scrutinizing in lieu of suspending. All our customers are 
well aware of the saving methods that must be imposed 
in times like these, so they've been very good about ac- 
cepting our economizing plan. We still take them to 
lunch, but at a less expensive restaurant. We still order 
drinks, but two instead of four. This procedure has work- 
ed well with salesmen and clients 

“We introduced a cost reduction program last Septem- 
ber aimed at reductions through labor-saving methods. 
We're constantly seeking new ways of saving money 
through less labor. This, plus continued surveillance on 
all expenses, is the only plan we have.” 

e “We've had a small reduction drive on all expenses, 
nothing severe because we have not felt the need to cur- 
tail on a major scale. No specifics, just generalized. We'd 
only question a salesman if he showed an exorbitant 
amount related to any one item on his expense billings.” 

e “We've reduced expenses in all phases because the 
recession In our area has forced it upon us. The cutback 
does not involve any one item. We discussed the reduc- 
tion with our salesmen and it is being carried out com- 
pletely on a voluntary basis. We, including the salesmen. 
have not ignored our customers. We have not eliminated 
entertaining, but placed it on a minor scale. Since every- 
one realizes our slightly depressed state, the reaction from 
customers and salesmen has been one of complete under- 
standing and acceptance. 


ATLANTA: “Spending Days Gone” 


Four distributors were reached in Atlanta, Ga. All of 
them stated that they were not raising expenses, and three 
said they were definitely cutting back. One distributor, in 
a particularly gloomy statement, said that he has been 
cutting back steadily for three to four years in all areas 
He sees no plans for a change because he does not 
think “this industry will ever again see the profits which 
allow for the spending we were doing a few years back.” 
Here’s a quote-by-quote roundup of the Atlanta situation: 

e “Our spending is running about the same. We have 
been conservative in this all along and see no way to cut 
further. We certainly don’t plan to increase spending 
and feel we are already as conservative as possible, so we 
see no possibility of a change in these expenses in the 
foreseeable future.” 
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e “We have cut out these expenses altogether. This 
we did about three years ago, when we lost every line 
that we had had for 25 years. It was a necessity with 
us, and was not something done this year to ease up on 
the margin of profit cut. We can’t say there was an) 
measurable reaction from either customers or salesmen 

e “We have been steadily cutting back for the past 
three to four years in all areas. We can't point to any 
reaction we've been able to see in either our salesmen or 
customers. We have no plans for change in spending and 
we don’t think this electrical wholesaling industry will 
ever again see profits which will allow for the spending 
we were doing some years back. Those days are gone. 

e “We are certainly trying to cut. I honestly don't 
know at this point how successful we've been. We are 
cutting down in all these areas except country club mem- 
berships. This is something you can’t turn off and on. 
Once you drop a membership, it can’t always be picked 
up again at will. It doesn’t seem to us there has been any 
reaction. At least, nothing has come to our attention 
from either customers or our own men—which would 
indicate there is much feeling one way or the other on 
this sort of thing. We will continue to keep these costs 
at a minimum in whatever ways we can. There are no 
specific steps in mind, other than those set out in the 
question.” 


SEATTLE: Conservative 


Electrical wholesalers in the Seattle, Wash., area are 
fairly conservative on their incidental expenses. Four dis- 
tributors were interviewed, and only one admitted a cur- 
tailment from a year ago. Here’s what they said: 

e “We haven't made any cuts in our incidental ex- 
penses because we were never big spenders.” 

e “We're spending about the same and that’s not a 
great deal.” 

e “We're spending just as little as we can, because of 
the need to slash expenses in view of the curtailed vol- 
ume. We have received no reaction from customers be- 
cause of this.” 

e “We dign’t make any cuts because we never went 


in for it.” 


PHILADELPHIA: More Efficiency 


e “We have neither cut nor decreased our incidental 
expenses, but rather, we have tried to inject more effi- 
ciency in our day-to-day performance.” 


CHARLOTTE: Alerting Customers 


In Charlotte, N.C., a distributor says that business is 
not bad and the current recession has been a challenge 
for them to do some real selling. However, because of 
the “ever-increasing costs of overhead and the narrow 
margin of profit, we are forced to curtail expenses in 


entertainment . . . we are reducing charitable and adver- 
tising contributions severely.” 

e “Because of the ever-increasing cost of overhead and 
the narrow margin of profit, we are forced to curtail ex- 
penses in entertainment whether it be country club cour- 
tesy or charitable. We are reducing charitable and ad- 
vertising contributions severely. No unpleasant reaction 
from customers or salesmen. In fact, we have been alert- 
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Customer Is Still Courted 


ing our customers for the past several months that busi- 
ness was on the downgrade, the profits were narrow, and 
we were curtailing entertainment. Our salesmen are going 
along, with full confidence and understanding. They like 
it that way. Many of them are on commission and they 
know how difficult it is to make ends meet. No particular 
study being given other than instructions have been issued 
that any unnecessary expenses must be eliminated. Busi- 
ness is not bad with us; we are busy; we are optimistic; 
we are accepting the slight recession as a challenge to do 
some real selling.” 


CLEVELAND: Spending Less 


Six distributors were reached in Cleveland. None are 
spending more on incidentals and five have cut down on 
them noticeably. One distributor says if anything, he’s not 
spending more, certainly tightening up by keeping a 
watchful eye on incidental expenses and stretching things 
out a little more. “If we took an account to lunch every 
month before—we make it every five or six weeks now.” 

Things that are being cut in Cleveland: advertising, 
contributions, phone bills and entertainment. Distributors 
here in most cases say that there is nothing really specific 
planned in the way of overhead reduction, it’s just a gen- 
eral tightening up, house cleaning and cost control move- 
ment. 

One distributor says though he is cutting advertising 
and charitable contributions, he’s not doing any slicing on 
sales expenses. There have been no gripes from salesmen 
or customers in Cleveland. Here’s what the Ohio distribu- 
tors have to say: 

e “We're spending less on incidentals than a year ago 
— it’s an economy move to make up something for slight 
protits. Miscellaneous advertising and charitable contribu- 
tions are the most hit, not sales expenses. There have 
been no gripes. We’re making an effort to control and 
analyze all incidental expenses in an attempt to keep a 
tighter rein on them.” 

e “We're spending less. Business is bad and we don’t 
have it to spend. Nothing specific in any single area, 
we're just keeping all expenses down as much as possible 
No gripes. Yes, we'll consider cutting down everything 
may even trim personnel. We're making every effort to 
cut expenses.” 

e “Spending less—business is not so good, and we are 
forced to tighten up everywhere. We’ve cut goodwill type 
advertising out entirely. No gripes. Nothing else is in 
store, we're just working harder at controlling costs.” 

e “We're sure not spending more. Business is not so 
good and every little reduction counts. It’s hard to pin it 
down to a specific expense. We've had a general tighten 
ing up in the last six to eight months. There’s been no 
startling comment, since everyone knows and understands 
what’s happening. We’ve not shut things off entirely, just 
stretched things out a little. If we took an account to 
lunch once a month, maybe we make it every five or six 
weeks. It’s not really a readily noticeable thing. Nothing 
in particular is planned. We actually increased our profit 
margin... repeat... actually increased our profit mar- 
gin last year. It’s just a normal effort to watch these 
things when business is slow.” 

e “Incidental expenses have been curtailed a bit, but 
you can’t do it too much to create bad feeling. We can’t 
pin down anything specific, just a general tightening up 
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and housecleaning kind of effort. No reaction. We’re 
keeping closer tabs on salesmen’s expense accounts, try- 
ing to keep an eye on them, keep phone bills down, etc.” 

e “We are cutting down on charitable contributions 
since they are based on profits and our business is less 
profitable.” 


COLUMBUS: Biggest Cut—Advertising 


e “We have never been very extravagant in our spend- 
ing and we do not have too much water to squeeze out 
of our entertainment expenses. Generally, I would say 
that we are very careful of our expenses on the items you 
mention. The amounts would vary slightly downward. | 
would say that courtesy advertising is taking the biggest 
cut. There has been no reaction from either customers or 
salesmen. We are always looking at all ways to cut.” 











DALLAS: Courting the Customers 


Of the six distributors interviewed in Dallas, Tex., four 
say their expenses are about the same, with emphasis 
being put on entertaining the customers in clubs, sport 
ing events. These four distributors say, however, that 
they've always kept their incidental spending on a sane 
and sound basis, and expenses in the fringe areas are 
moderate. One of the four distributors says that his 
spending in this area has been an absolute zero, anyway 

The two other Dallas distributors contacted said they 
were cutting expenses in charitable contributions, enter- 
tainment, “gimmick hand-outs” and service organizations 
Say the Dallas distributors: 

e “We are holding the same schedule as always. Most 
of our entertainment is done in clubs, even with manu- 
facturers, and we entertain them, occasionally. This 
makes it impossible to squabble over who picks up the 
tab. These entertainment and incidental expenses have 
never been out-sized for us. We've kept it on a sane and 
sound basis and no changes are being considered.” 

e “We entertain with a few country club dinners and 
take a few customers to sporting events in season. Us- 
ually, too, we give something to the various charitable 
organizations. We have never gone in for gimmicks to be 
passed out by salesmen. We're not cutting down on any 
of these expenses. Our expenses of the nature you're 
talking about have always been very moderate. We plan 
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—But More Effectively 


no changes in them in the immediate future.” 

e “Entertainment and other expenses are about the 
same. I guess everyone courts the customer in one man 
ner or another whether he knows he’s doing it or not; but 
it depends on the customer and what he’s up to. We have 
a few country club dinners and give away a few pencils 
from time to time. I wouldn’t say we were spending less 
If we're going to change any of these expenses, it’s some- 
thing I sure don’t know anything about. Actually, these 
costs just aren’t big enough to have been any financial 
problem to us.” 

e “Same amount as in the past is being spent here 
lo tell you the truth, our expenses here have been just 
about absolute zero. | think this is true all over this 
area. We have just never had to go in for that kind of 


spending.” 

e “We are sure cutting them, I can tell you that 
We never did go in much for that country club kind of 
entertainment, but we used to buy a six-seat box at the 
ball park. This costs us a few hundred dollars, and we are 
not doing it again this year. Then I’ve told our salesmen 
not to be quite so promiscuous in handing out the gim- 


micks—such as novelty pads. This doesn’t amount to 
much, but we spend a thousand dollars a year on some of 
those items 

“Our donations to charitable organizations have been 
cut by approximately 10-20%. I haven't added it up and 
that percentage might change when I do, but we've cur 
tailed our donations a little bit 

“I'm not going to appoint any employee to solicit for 
those drives this year. That brings too much pressure to 
bear on your staff. They think the boss wants them to 
contribute, and these people don’t make enough money 
to contribute to every organization. I tell some of the 
fund leaders they can send someone out here to collect 
on a voluntary, individual basis. Others of the newer 
ones, I won't even permit to come out. Some of the letters 
from these organizations, I don’t answer. Others I decline 
and there are a few we still make donations. Our cutbacks 
in extras don’t have much effect on the customer to start 
with. Customers only buy from us because we're the low- 
est, anyway. No one is going to pay a premium to do 
business with us. 

“By that, I am not criticizing in any way. It is just 
the way the economy runs. If your price is the lowest, 
your friends will buy from you; but if not, the business 
goes to your competitor. We had a pretty sane program 
to start with. We're more aware of these expenses and 
watch them closely, not permitting any indiscriminate 
spending. But we're not planning any drastic changes 
other than those I just mentioned.” 

e “We are spending less on entertainment, service or- 
ganizations, and it might be that we are giving less to 
charitable organizations. The areas where we are cutting 
down will be an over-all reduction, I hope, of 50%. We 
haven't had any reaction. The way we went about it, we 
told our salesmen of the overall economic situation and 
asked them to help out by cutting those entertainment 
expenses. They understand and they went along with it 

“Our customers know that due to the competitive price 
situation, there is not enough business to entertain and 
cffer competitively low prices, too. Our entire operating 
expenses are being re-evaluated. In regard to those chari 
table contributions, that is left entirely up to the in- 
dividual. We turn those requests over to one man and he 
makes the decisions for the company on those. He is 
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the operating manager and he doesn't put pressure on 
individual employees to contribute.” 


LOS ANGELES: Salesman Is Bulwark 


An opinion roundup in Los Angeles brought replies 
from five distributors. Here’s the rundown: one distribu- 
tor is spending more money on entertainment—but a dif- 
ferent type of entertainment. Another distributor who be- 
longs to three electric clubs says he’s reached a plateau in 
entertainment expenditures; if business flattens out any 
more—he’ll have to cut. A third distributor says he never 
gave the customer the royal red carpet treatment and 
they’ve never been saddled with gift-giving precedents 
(“What they never got, they don’t miss”) 

In all three cases the distributor’s salesman was termed 
the heart of the sales program. He must sell more and 
work harder when business is bad to increase the sales 
volume. “This is the way we represent our manufactur- 
ers best,” says one distributor 

Of the two other distributors interviewed, one claimed 
that he has tightened up slightly, and the other says he is 
running along on the same scale as long as business re 
mains the same. In detail, here’s what the Los Angeles 
distributors have to say about cutting expenses: 

e “We have never spent much in strictly company 
entertaining of customers. And, being a small firm, we 
have no memberships in country clubs. We do support 
and belong to local service and manufacturing organiza- 
tions and make nominal contributions to charity. We do 
allow our salesmen a flat, monthly expense account for 
customer entertainment. If they wish to spend more than 
this allowance, they must pay it out of their own funds 

“We are mainly interested in having our salesmen make 
more calls on customers—with the first thought of mak 
ing sales—and of equal importance, to show them manu- 
facturers’ new catalogue sheets, new products. This is the 
way we represent our manufacturers best by increasing 
sales volume 

We do maintain a box at the Dodgers baseball field 
and often take customers there. Have a box at the race 
tracks, and often take customers there. Then, we pur- 
chase blocks of tickets for the professional football games 
and have the salesmen pass these out to their selected 
customers 

“We believe in spending money on advertising—but 
only from profits—not from deficits. We feel that we can 
easily judge what salesmen are doing—but cannot pin 
point advertising results.” 

e “We've never had country club memberships but in 
all the other fields of entertainment you mention, we are 
cutting back—spending less than in °60. We belong to 
three electric clubs—joined the last one late in 1960 
We've tightened our belts a little in the entertainment 
expenditures. Have not cut out any previous kinds of cus- 
tomer entertainment—just cut down on them. Reaction 
of customers and salesmen is a cooperative one. They are 
in the same boat and seem not to expect the same degree 
of entertainment from us or the salesmen 

“We feel that we’ve reached the ‘plateau’ in expendi- 
tures on entertainment that we can afford when related 
to sales volume. If business flattens out more, we may 
have to cut more—but not until then. Salesmen are now 
doing much more selling—less time spent on entertain- 
ing. 
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e “We have never spent much in the fields you men- 
tion. Have been keeping it at a minimum for years. So, 
did not have to reduce expenditures. Salesmen are com- 
pensated on a per cent of gross sales they make—and 
this is set up so they can defray their expenses and lunches 
with customers. Salesmen keep trying to prove to us that 
when business is bad we should spend more money on 
advertising and promotion. But, we feel that when this 
economic reverse Ooccurs—they must just work harder 
expend more effort to maintain their sales volume. 
Customers, not having had the royal-carpet treatment, 
aren’t missing it at all. 

“This, in our opinion, is a means of setting a precedent 
with customers. We simply refuse to be saddled with 
precedents. Anyway—let’s say that you give a customer 
a $5 present each Christmas. We don’t feel that this is 
going to cement his loyalty to us. Furthermore, if you 
increase the present to $20, we don’t feel that the guy 
will give us more business. 

“As to advertising and promotion, we feel that the 
heart of our sales program rests with our salesmen—they 
meet the daily competition; so we do not use other sales 
means, The economic condition and sharper competition 
have brought prices down from 10-20%. We must in- 
crease our sales volume to make a normal profit in face 
of these price cuts.” 

e “We've tightened up slightly although the cut is of 
marginal nature as far as our standard programs are con- 
cerned. Salesmen compensated on basis of per cent of 
gross sales, and they defray their own expenses from 
income. We have never used much courtesy advertising, 
only one and he is a major customer—we spend about 
$200 a year with him. We consider this an outright con- 
tribution. In addition, we have reduced our number of 
employees . . . by 50% in our ‘bid-department.’ 

“We are trying to sell fewer large customers substantial 
sales rather than to scatter our shots trying to make 
small sales to lots of customers. (A necessity with reduced 
operating force.) We made the cuts gradually over a 
period of eight to nine months, and no one seems 
conscious of the surgery. 

“We hit bottom about a year ago. Business has been 
on modest increase since then. We will increase promo- 
tional expenditures modestly as business increases.” 

e “We have same personnel—and all expenses men- 
tioned are the same. We’ve made no cuts; running on 
same scale. However, if business drops more we will 
have to consider cutting these expenses. We are letting 
our salaried (office/ plant) personnel take early vacations, 
presently, due to a temporary slow-down in business 
volume.” 


CHICAGO: Cutting Down 


Six distributors were called in Chicago, Ill. Four said 
they were cutting incidental expenses from 25 to 40%. 
One distributor has increased these expenses by 50%, and 
one other said there has been no change. Like Ole Man 
River, the latter just keeps “rolling along.” Of the dis- 
tributors who have cut their expenses, the majority have 
performed surgery in the entertainment and advertising 
areas. One distributor has made a complete across-the 
board cut in all expenses. Principal reason tor the cuts 
low profits and price-shopping by customers. 

The one distributor who raised his expenses says he did 
it as an experiment to back up his theory that when 
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“business 1s olf, you don’t pick it up by staying away from 
your customers.” In detail, here’s what the Chicago 
wholesalers have to say: 

e “We just increased our remuneration allowed sale» 
men for entertainment purposes by 50%. This may not be 
what some others are doing, but we feel that when busi- 
ness is off, you don’t pick it up by staying away from 
your customers. This program of sharply hiking enter- 
tainment allowances is something of an experiment and 
will continue for about three months, so that the company 
can evaluate the results. Salesmen, naturally, are quite 
happy. It’s too early to measure customer reaction. Policy 
towards other incidentals hasn't materially changed.’ 

e “Our customer entertainment has been reduced 
about 40%. This is not a rigid rule, of course, but a rough 
average. Theory behind this is that if you’re a nickel high, 
you're going to lose the order anyway. There probably 
won’t be any increase until business conditions warrant it 
There has been no problem with either salesmen or cus- 
tomers. No material change in other incidentals, such as 
club memberships, charity contributions, etc.” 

e “We are tightening up our whole operation general- 
ly. These marginal things are being cut—not a whole lot 
but some. The reason is that our volume is about the 
same as last year’s but our profits are down 5 to 6% 
We haven't really slashed anything yet but we're telling 
our salesmen to go easier on the entertainment, and we’re 
looking more closely at things like matchbook and ball- 
point pen advertising. As a guess, I would say this might 
reduce our incidental expenses about 10%. Salesmen are 
taking it in stride—they know what our story is. Cus- 
tomers? Who can tell. They’re liable to do most anything 
these days.” 

e “We have cut our entertainment about 25%. The 
way these guys are shopping price these days it doesn’t 
make much difference if you entertain them or spit in 
their eye. I've got an idea that the money we save here 
is being spent on the scrambling we do for orders we 
wouldn't ordinarily touch. Our salesmen aren't nuts about 
the idea, but they are going along pretty well. As for 
other incidental expenses, I don’t know. It’s likely but we 
don’t have any plans right now.” 

e “We have made across-the-board cuts in expenses 
because expenses are creeping up on us. We started cur- 
tailing them two years ago. We try to put the dollar 
where it does the most good—as close to the customer 
as possible. For example, we cut advertising and spend 
more on catalogs. We give our salesmen some of the 
money cut elsewhere to spend on customers. Customers 
have not noticed any change, and the salesmen have 
noticed only very slight changes. There have been no 
complaints from anyone. No further changes are con- 
templated at this time—no more cuts, increases or shifts.” 

e “Our firm is going along without any changes in ex- 
penses and is not contemplating any changes either up 
or down. We're just rolling along.” 


LAS VEGAS: “The Real Answer” 


One distributor was contacted in Las Vegas. Here’s 
his opinion: 

e “We are spending the same except on electric 
associations. These have increased materially. We are, 
however, increasing entertainment expenses, etc., on top 
management and executive levels. Our costs along these 
lines have been the same for the past three or four years, 
and we see no present cause for concern. 

“We think the real answer lies in this: we are making 
headway in increasing profit margins by selling and ob- 
taining larger gross per sales. Elimination of cheap busi- 
ness has enabled us to spend more time in selling up the 
unit gross profit margin.” 
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OUTSIDE communications consist of two-way radios main- 
tained in 11 of the firm’s vehicles. Here, car radio is used by 
salesman to contact office for specific information 


INSIDE communications consist of loudspeakers and micro- 
phones located at strategic points throughout the warehouse 
and counter areas. No telephone is needed for replies. 


Speeding Up Communications— 


tem of communications has en- 
abled personnel at Revere Electric 
Supply Co. to give better customer 
service in a minimum amount of time. 
For inside operations at the Chicago 
firm, valuable benefits have been 
added, especially for telephone sales- 
men. 

. e Less Confusion—The system con- 
Two types of communications systems at Revere Electric _ sists of intercommunication telephones 
= ‘ at executive’s and salesmen’s desks, 
Supply have provided faster customer service and have connected directly with loudspeakers 
— ° ° . located in strategic positions at the 
eliminated confusion from former interoffice calls. damier enill eaatiiiais wien. Oo Ge 
warehouse and at the counter, micro- 
phones are positioned beneath the 
loudspeakers so personnel can reply 
to questions without using a telephone. 
The original communications con- 
sisted of a complete loudspeaker 
system connecting the various depart- 
ments at Revere. For example, tele- 
By Robert S. Bush phone salesmen used this system ex- 

tensively, but with little efficiency. 
Eight of these salesmen sat in prox- 
imity. Because they were checking 
constantly with warehouse personnel 
to see if items ordered were in stock, 
the speakers caused too much con- 


A N efficient inside and outside sys- 


Inside and Out 


CONTINUED 





USED MOST FREQUENTLY, Station 1 is located in warehouse for send- 


ing and receiving messages from delivery truck drivers 


1 


Here, 


operator 


fom Smith obtains one driver's location, to be relayed to customer 














SEVEN DELIVERY trucks are equipped with two-way radios. 


Office personnel are able to keep in constant touch 
drivers’ locations and in speeding customer deliveries. 
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Speeding Communications (cont.) 





fusion and disturbance for efficient op- 
erations. A paging system did not 
work, either, because it included a 
common amplifier. This caused long 
delays because only one telephone 
salesman at a time could use the sys- 
tem. 

To solve this problem, a series of 

intercommunication telephones were 
installed in executive and purchasing 
offices, and at the desks of the eight 
telephone salesmen. Loudspeakers and 
microphones have been placed in 
eight strategic locations throughout the 
warehouse and counter area to com- 
plete the internal communications sys- 
tem. 
e Immediate Checks — This gives 
executive personnel direct contact with 
the counter and warehouse. Personnel 
here can reply without touching a tele- 
phone. They merely speak into the 
nearest microphone. 

“This closed type of intercommuni- 
cations system has been invaluable,” 
President Fred Eiseman says. “Basical- 
ly, calls can be placed immediately 
Extensions are not tied up, and loud- 
speakers do not distract other person- 
nel working nearby. 

“In addition, when customers tele- 
phone for information, calls can be 
made from the master units to the 


SMALL POWER UNIT for complete radio system is located 
on fourth floor of Revere’s building. The transistorized unit 
gives power for transmission up to 30 miles. 
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SALESMEN use Station 2 for calling 
office. Transmitter is located in general 
office. Call letters are KSI-908. 


warehouse and counter, and answers 
given immediately. Also, Revere per- 
sonnel can communicate with com- 
plete privacy.” 

Eiseman stresses that even though 
the system is good not only for cus- 
tomer service, but also for inventory 
control, it is only as good as the man 
who uses it. 

e Radio System 


-In_ following-up 


better inside communications, Revere 
has recently installed a radio system 
connecting salesmen’s automobiles and 
delivery trucks with the office. Here, 
the range of transmission is about 30 


miles. 


RADIO ANTENNA is located on the roof of Revere’s build- 
ing. The top of the antenna is about 150-ft above street level, 
and is anchored by guy wires to the roof. 
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For equipment, Revere has installed 
transmitters and four 
salesmen’s cars and in seven delivery 
trucks. Each unit $1,000. Two 
master stations at the office serve two 
distinct purposes 

“Station 1” handles calls only to 
delivery trucks. This transmitter is lo- 
in the warehouse. If the need 
arises, trucks can be rerouted and 
deliveries made faster to customers 
who request immediate delivery. If a 
customer calls to find when his order 
will be delivered, the operator merely 
finds out where the delivery truck is 
and when it will reach the 


receivers in 


cosl 


cated 


located 


MASTER 


STATION for 


located at receptionist’s desk outside general office. It can be 


customer, relaying the word on 
‘Station 2’ 
Here, 


contacted immediately 


is used for calls to sales- 


men, again, salesmen can be 
for answers to 
customers’ questions 

[he antenna located on the roof 
at Revere—towers 150-ft above street 
level. The cost here was about $450. 

“This system has increased our cus- 
tomer service tremendously,” Eiseman 
says. “It not only speeds up our over- 
all service to the customer, but it saves 
us time—and money 

“We have the products to offer our 
customers, but without the service we 


BI, e, 


we would lose business.” 


inside communications system is 


used for paging or private interoffice conversations. 
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Selling Magnetic Starters 
And Relays Against Big Odds 


Salesman Paul Hank, Rowe Electric Supply Co., Inc., Rochester, N.Y., 
set out to sell a line of magnetic starters and relays new to his 
territory. He found deep penetration already made by other lines. 
Success came from hard work, plus a three-part selling formula. 


OW DOES a distributor salesman 
sell a line of magnetic starters and 
relays that is new to his area? How 
does he do it—expecially when other 
starter and relay lines have become 
traditionally accepted in the territory? 
Paul Hank, outside salesman and 
magnetic starter-relay specialist for 
Rowe Electric Supply Co., Rochester, 
N.Y., says facing odds like that takes 
a lot of plugging and pounding away. 
e Fantastic Growth — Hank says 
that when he first started out with his 
new starter and relay line 10 years 
ago, most of his potential customers 
never even heard of it. Industrials using 
other starter and relay brands were 
well-versed and happy with what they 
had. In addition, they knew the parts 
and equipment catalogs thoroughly. 
“It's a different story now,” 
Hank. “In the past two years, we've 
had a fantastic growth in sales of 
Starters and relays, and we're getting 
more than our share of the market.” 


Says 


e Reasons for Success — Hank gives 

three reasons for his success in over- 

coming the obstacles (newness of the 

line and stiff competition from other 

lines) facing him when he started out: 
e Aggressive thinking; 

with the manufac- 


e Close work 


turer’s man; 

e Finding new sales prospects. 

Hank says that his firm’s progress 
in increasing the sales of this line has 
also been due to selective distribution. 
“It's another case where selective dis- 
tribution has paid off for both the 
distributor and the manufacturer.” 
e Aggressive Thinking—According to 
Hank, basic product design is changing 
too rapidly for industry to standardize. 
“Streamlining operations” are two key 
words to industrial survival. As prod- 
uct designs are modernized, industrials 


TYPICAL of electrical equipment being 
sold by Hank are components for a glass 
batch weighing and mixing control cab- 
inet as designed and manufactured by the 
John L. Klug Corp., of Rochester, N.Y. 
Hank (/eft) and A. J. Gold, Klug Corp. 
president, inspect the relays in the cab- 
inet, containing a mile of wire. 
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must incorporate the new ideas to 
keep up with competition. “This 
means motor control standarization 
could be on its way out as a strong 
selling point for distributor salesmen,” 
warns Hank. 

“It also means,” he adds, “that the 
aggressive-thinking salesman can find 
the door open to more sales in mag- 
netic relays and starters if he can con- 
vince the prospective buyer that he 
carries a magnetic starter and relay 
line with these features: 

e Better design; 

e Greater flexibility; 

e Can cut industrial’s costs; 

e Can save industrial space; 

e Can eliminate need for big in- 
ventory stocked by industrial 

“Just as the aggressive-thinking 
salesman looks for ways to improve 
industry, aggressive-thinking indus- 
trials are looking for better ways of 
doing things in the five areas pin- 
pointed above,” says Hank. “If the 
salesman can prove his line will 
answer the account’s problems, the 
wall of standardization the industrial 
has built can be razed.” 

To prove his points, the salesman 
must know his product line thorough- 
ly. He must take literature on calls, 
advises. Hank, along with samples and 
new products, and he must make 
plenty of call-backs 

Rowe Electric has provided its sales- 
men with self-sticking name tapes that 
identify the source of product litera- 
ture dropped off at an industrial ac- 
count. Sales manager Fred Elley says 
the tape is neater and more permanent 
than rubber stamping. 

Hank says a good way to get things 
rolling with a new starter and relay 
line is to work hard to convert a lead- 
ing industrial in the area to the line 
he carries and use the conversion as a 
selling argument for yet unsold ac- 
counts. 

e Factory Man—Another big reason 
for Rowe's success with its present 
starter and relay line is the manufac- 
turer’s representative Charles Sullivan, 
Clark Controller Co., who works 
closely with Hank. The factory man 


has freed Hank for (1) more concen- 
trated selling time; (2) more time at 
old accounts; (3) more time to hunt 
up new accounts. 

This has been possible because the 
Sullivan has assumed such duties as 
tracking down leads at the Builders’ 
Exchange and at offices of consulting 
engineers, helping with layout service 
when it’s required and solving custom- 
er problems with technical aid. 

When the representative first started 

calling on consulting engineers, he had 
to make the rounds with Hank for six 
months to a year before doing it on 
his own, because he had to have time 
to build up the same type of friendly 
and personal relationship that Hank 
had with them. Consulting engineers 
are important to Hank because they 
can specify his lines and can tell him 
if there’s anything on the drawing 
boards in the way of new construc- 
tion, 
e New Sales Sources—About a year 
ago, Hank started calling on heating 
and plumbing contractors and sheet 
metal contractors. His aim was to sell 
them magnetic starters. “Motors are 
so complicated these days,” Hank rea- 
sons, “that they need many 
This means a lot of relay 
with industrials and OEMs 
has the 
business—especially in the 
heating, plumbing and sheet metal 
contractor markets for air-condition 
ing and heating systems 

“When we first sent out quotes to 
those heating and ventilating contrac- 
tors who figured in jobs, we found out 
that this particular type of customer 
had never been quoted before and ap- 
preciated the service greatly. This 
meant we could spend our time selling 
him on quality and service and keep 
the price football way in the back- 
ground,” says Hank. 

Hank says when you're selling start- 
ers and relays, sales don’t stop with 
these items. The tie-in technique can 
bring in additional sales of terminal 
blocks, wire and wire markers 
small control transformers 


signals 
business 
The relay 
magnetic 


business increased 


Starter 


and 





By Following These 
Four Steps... 


ONE: ICE BREAKER—Salesman Cliff Thorpe shows new product to p.a 
Bob Olsted at Kroehler Manufacturing Co. Thorpe arranges for plant survey. 


Their Salesmen are Steering 


Clear of “Order-Taking’ 


Doug Florance, sales manager, Florance Electric Supply 
Co., Inc., Binghamton, N.Y., has developed a selling 
program that determines industrial account potential. 


LZ PABITUAL ORDER-TAKING 
H: one practice distributor sales- 
men should steer away from.” 
This is the aim of Douglas Florance, 
sales manager, Florance Electric Sup- 
ply Co., Binghamton, N. Y. Florance 
is guiding his men by taking com- 
prehensive plant surveys of active and 
potential industrial accounts. 
Instead of sticking their heads in 
the door and piping “need anything 
today?”, Florance salesmen—through 
the survey conducted by the 
manager—generally will know the 
that question well in ad- 


sales 


answer to 
vance. 
e Why It’s Taken—Florance and his 
salesman on the account take a com 
plete stem-to-stern plant survey with 
these immediate goals in mind: 

e The much 
better acquainted with the customer, 


salesman becomes 
his needs and his operation 

e The salesman gets a selling plan 
for future calls. This means thorough 
call planning with “thought-out” pres- 
entations. 

e The salesman gets a graphic pic- 
ture of what he can and can’t sell to 
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an account; whether he’s wasting his 
time calling there, or whether he 
should spend more time. 

The advantages of using such a 
system, says Florance, are many. Spot- 
lighting just a few, Florance says that 
the survey idea has brought the follow- 
“P.A.’s have more con- 

because we know their 
and_ therefore 
placed upon 
salesmen 


ing results: 
fidence in us 
and problems 
have a definite value 
us as reliable distributors; 
not only sell better, they also become 
more aware of modernization and 
hear quickly about any planned ex- 
pansions. The most tangible result we 
can show,” says Florance, “is the fact 
that this system has definitely given 
to our sales volume.” 
Armed with light 


needs 


a boost 
e How It's Taken 
meter, sketch pads, T-square, slide 
rule and a pocket adding machine, 
Florance, who is a graduate electrical 
engineer, checks the innards of a plant 
with the salesman, and usually the 
maintenance man, pinpointing mod- 
ernization and replacement possibilities 
sales on a roughly sketched floor plan 
he has made of the plant he is tour- 


ing. While going through the inside of 
the plant, Florance looks for the 
following clues which point to mo- 
dernization, or replacement: humming 
fixtures; congestion (such as in panel 
board wiring); old and shabby equip- 
ment; excess temperatures (junction 
boxes); hot spots such as loose conn 
ections and fuses; improvised wiring; 
inadequate lighting; unusual noises 
and rattles; fire protection and alarm 
systems; floodlighting outside the 
buildings. 

“One good sale from a survey came 
when I asked the maintenance man to 
remove the cover from a panelboard,” 
says sales manager Florance. “He did 
and I found three conductors under 
one screw. Our salesman came _ back 
with a positive proposal the follow- 
ing week, and we sold that account 
sub panels and other related mate- 
rials.” 

e When It’s Taken—Before any sur- 
veys can be made by Florance, per- 
mission must be obtained by the 
salesman from the account he is 
calling on. A time and date has to be 
arranged for Florance and salesman 
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TWO: PLANT SURVEY—(from left) plant electrician Ed 


Allen assists Florance in measuring distance from operator's 


THREE: “SKULL SESSION” 


Kroehler I 


can 


uncovered at 
equipment 


they've 
electrical 


what 
where 


to tour the plant production areas. 

Even getting permission to take the 
survey requires a bit of a selling job 
The salesman has to convince the 
buyer that the survey is in the best 
interests of the account. “We tell 
them,” says Florance, “that by taking 
the survey, we can do a better job 
for them by knowing more about 
their operation.” 

According to Florance, his 
men can take advantage of an oppor- 
tunity to sell the survey when 
they’re calling on a customer to check 
out equipment they have recently 
sold. When calling on new customers, 
he says, a new or unique product is 
always a good ice-breaker when you're 
leading into the idea of a survey. 


sales- 


idea 


May, 1961—ELECTRICAL WHOLESALING 


Florance and 
hey 


improve plant's operations 


position to 
should be mounted 


FOUR: 


information, 


Thorpe review 


look for 


areas 


“In all cases,” says Florance, “our 
salesman must have something posi- 
tive to talk about. We approach the 
survey from the point of ‘we 
can do a better job for you because 
we know more about you.’ ” 

e “Skull Session” 
take from four to eight hours. During 
that time, no positive selling efforts 
are made. This is left to the salesman 
call-backs. After the survey 
taken, Florance and the 
salesman return to the office for a 
fact-finding “skull session.” From 
rough floor-plan sketches made at the 
scene, or from blueprints supplied by 
the plant, positive proposals can be 
and for 


idea 


Jant surveys can 


on. his 


has been 


worked up pinpointed cus 


tomers 


disconnect 


PROPOSAL 


returns to 


push button control 


emergency 


switch. Note: 


on machine for disconnect 


Salesman 
Kroehlet 


Thorpe, armed with survey 


with equipment proposal 


to improve the plant's electrical system 


backs 


salesman 


e Selling and Teaching—C all 
involve “teaching” by the 
This means showing new applications 
of old products and applications of 
new products. The idea is to “let” the 
customer make his own choice based 
upon information he has 
from the salesman. On all Says 
Florance, the will sell the 
ultimate value of any job proposal in 
terms of cost savings and added eff 


received 
sales, 


salesman 


ciency—not on price 

“The industrial 
ownership of a plant,” says Florance, 
“cannot be associated with a single 
locknut. The industrial must be made 
to understand the over-all effect that 
new electrical equipment can have on 
its operations.” 


firm’s pride in 





A DISCUSSION IN PRINT ON... 


Cash Discounts—Still 


HE SUBJECT of cash discounts has been featured 

on the pages of ELECTRICAL WHOLESALING before. A 

survey of the industry conducted by EW in 1958 
showed that a large majority of the electrical distributors 
responding (138 out of 161) wanted their suppliers to 
extend standard 2% 10th proximo terms to them so that 
they in turn could extend similar terms to their cus- 
tomers (EW—Aug. °58, p.6). 

Now a new viewpoint has come to our attention—one 
that was not expressed in any of the opinions we have 
published heretofore. George M. Coon, president of 
Hutco Electric, Inc., Cleveland, Ohio, queried us if 


we might be interested in publishing his feelings on the 
subject; namely, that cash discounts represented an un- 
necessary burden on the electrical wholesaling industry 
We informed Mr. Coon that we should be pleased to 
publish his viewpoint—in line with our belief that 
EW should serve as the sounding board for the industry 
on topics of importance. At the same time, we told Mr 
Coon that we would send a copy of his article prior 
to publication to a distributor who we felt would take 
an Opposing viewpoint. Upon receipt of this rebuttal, 
we could then publish the two viewpoints side by side 

—Ed. Note. 


Cash discounts are an unnecessary burden 


on the electrical wholesaling industry 


—Says George M. Coon 


President 
Hutco Electric, Inc. 


Cleveland, Ohio 


F SOMEONE asked you as the person responsible for 

the sound management of your company if you would 
like to increase your net profit by 25%, surely your 
answer would be an emphatic yes! That being the case, 
let us explore such a possibility in the field of cash dis- 
counts. 

Historically, the reason for cash discounts was to ob- 
tain prompt payment by providing the incentive to the 
creditor to pay promptly—that is, within 10 days. Now 
most terms are 2% 10th proximo, which averages out to 
25 days. This so closely approaches the traditional net 30 
day terms that in reality cash discounts are no longer 
cash discounts. Clearly they no longer serve the purpose 
for which they were intended. Do they then serve any 
other useful purpose? None that is apparent to me, but 
they do indeed engender some undesirable practices as 
well as adding substantially to the costs of doing business 
at all levels. 

Let us first examine the matter of added costs. For 
every $1,000,000 in sales by a wholesaler, we estimate 
the loss because of cash discounts will amount to some- 
where between $6,000 and $7,000—this being broken 
down as follows: 

(a) Loss by paying out more in cash discounts than 

received $3,000 

(b) Loss because of extra work involved in calculating 

cash discounts $2,500 

(c) Loss for miscellaneous reasons $1,000 

Total loss per million in sales $6,500 

Referring to (a): cash discount taken by customers on 

$1,000,000 in sales would be $20,000. Assuming gross 
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profit of 15%, then purchases from suppliers would cost 
wholesaler $850,000. Two per cent of this is $17,000 
Hence, $3,000 more has been taken in cash discount by 
this wholesaler’s customers than received by him from his 
suppliers. In other words, the wholesaler will always, in 
effect, pay out more in cash discounts than received by 
2% of his gross margin of profit. If his gross is higher than 
the example, as is usually the case, then his loss is greater 
than indicated. 

Now referring to (b): the work involved in calculating 
cash discounts is enormous. It takes two operations to 
figure cash discounts. First, one must take 2% of the in- 
voice amount. Then this must be subtracted from. in- 
voice amount to arrive at discounted amount. Since the 
wholesaler buys and sells, he must go through this effort 
twice on the same product. The manufacturer, who 
only sells the product to the wholesaler, and the buyer 
of the product, who only buys, need only go through the 
calculating operation once. On a given product going 
from manufacturer to wholesaler to end user, this opera- 
tion would be performed four times, and the wholesaler 
is really in the middle in that he must perform two of 
these four operations. Our study indicates costs as indicat- 
ed. 

In regard to (c): these estimated added costs are incur- 
red because of monthly payments being concentrated on 
one paying date. This may well mean extra help at that 
particular time since this load can not be spread over two 
paying dates. It may very well also mean a need for extra 
capital because of payment to suppliers being concentrated 
on one date early in the month. Incoming cash is usually 
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A Very Hot Subject 


received between the 10th to the 20th of each month 

This estimated loss of $6,500 per million in sales 
represents 0.65% of sales. If a house nets 2 to 3% after 
taxes, it is clear that the profit margin could be raised 
by 20 to 25% by eliminating the costs and losses at- 
tendant to cash discounts. 

Even with 2% 10th proximo terms, we find a certain 
number of customers who as a routine matter pay on the 
25th of the month but still take the 2%. These may very 
well be reputable, national companies. Then there is the 


marginal account who is always trying to obtain a greater 
discount than he is rightly entitled to who uses the cash 
discount as an extra discount. This amounts to discrimina- 
tion by the wholesaler against his very best customers 
who take their cash discounts but pay on time. 

In conclusion, it is our firm opinion that cash discounts 
as now established represent a wasteful practice that no 
longer serves a useful purpose. We suggest cash discounts 
be abolished. Terms of net 10th and 25th proximo are 
recommended. 





No-—a cash discount is a necessary incentive, 
and it should be standardized at 2% 10th prox 


—Counters George Albiez 


President 


Englewood Electrical Supply Co. 


Chicago, Ill. 


| r IS with interest that I read Mr. Coon’s scholarly treat- 
ise on “Cash Discounts—An Unnecessary Burden on 
the Electrical Wholesaling Industry.” First, let me say 
that Mr. Coon’s position is based upon an “if” hypothesis 
It is significant to note that the word “if” occurs twice in 
the first sentence of his statement. In fact, it appears as 
the first word in the lead sentence. 

First, let me say that there can be no quarrel with the 
arithmetic presented in the article, because I am sure that 
everyone realizes that in receiving a cash discount at cost 
level and re-extending it at selling level there, of neces- 
sity, is a loss factor occasioned thereby. This can be re- 
garded as a necessary evil or an element of cost inciden- 
tal to the operation of an orderly credit and collection 
system. The Utopian ideology of elimination of cash 
discount is predicated upon the fond wish of everyone 
paying his bills promptly. Unfortunately, the cold facts of 
the matter are such that make this impractical, to say the 
least. 

I believe that the entire business economy, if not the 
general philosophy, is predicated upon either a reward for 
performance or penalty for non-performance, or a com- 
bination of both regardless of what the circumstances 
may be. Mr. Coon’s article suggests that cash discounts 
be eliminated, but does not propose any substitute thereof. 

In my opinion, it is imperative that either an incentive 
be offered for prompt payment of an account or a penalty 
for slow payment be applied. Historically, the offering of 
a cash discount for prompt payment has proven to be 
the choice, because it offers an incentive for payment 
with an automatic penalty by way of sacrificing the cash 
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discount for slow payment, which compensates the seller 
for the additional cost involved in carrying the account 
for an extended period. This is infinitely more desirable 
than eliminating a cash discount and imposing a penalty 
for slow payment, which immediately brings a problem: 
when does the penalty become effective and at what rate 
of interest? The cash discount system, as now set up, 
serves the needs of our credit and collection functions 
by virtue of the fact that it immediately raises a danger 
signal when an account sacrifices his cash discount, which 
is indicative of inability to pay. 

I am heartily in agreement with Mr. Coon’s complaint 
about the tremendous amount of clerical detail involved 
in calculating discounts on a varying basis as received 
from vendors and also on remittances covering payments 
on invoices from customers. Ninety percent plus of this 
effort can be eliminated by the establishment of a uni- 
form cash discount policy which many distributors have 
been advocating for many, many years. It is generally 
conceded that a uniform discount at the historical rate of 
2% 10th proximo adequately serves the needs of 
this function. Some of our manufacturers have recogniz- 
ed our cause in this regard and have complied according- 
ly. At such time when all manufacturers can be persuaded 
to adopt this policy, we then can put this uniform program 
into operation which, as indicated above, would eliminate 
practically all of the clerical effort, which is the big prac- 
tical objection of cash discount program as it now exists. 
I think that every effort of all distributors should be di- 
rected toward this objective rather than launching off on 
other tangents. 





Solving the Problem 
of Dishonesty 


That's what Watson Electric Supply of Dallas has done 
with the help of an outside service that protects em- 
ployees as well as management from the immeasurable 
harm resulting from stealing, cheating and crookedness. 


By Lorraine Smith 


STRAIGHTFORWARD Austin Watson, 
(left), president of Watson Electric Sup 
ply, Dallas, takes a frank approach to 
the long-time distributor problems of pil 
ferage, embezzlement, etc. Watson be- 
lieves that careful screening—including 
use of a lie-detection service—helps em- 
ployees and management keep business 
“on the level.” 


working in collusion with a hand- 

ful of dishonest contractors cost 
Watson Electric Supply Company 
$10,000. 

The cashier in another branch ma- 
nipulated receipts to the tune of sever- 
al hundred dollars. 

Employees in a third store failed to 
give customers the discount due on 
cash purchases, though this was shown 
on store copies of tickets. The dif- 
ference went into an office kitty for 
a Christmas party. 
e Big Losses—The Dallas distributor, 
like countless others, was victim of an 
increasingly costly burden on business 

thefts by trusted employees. Na- 
tional statistics indicate that known 
losses to U. S. companies from em- 
ployee dishonesty might well hit the 
$2 billion mark in 1961. 

“The electrical distribution business 
is certainly one of those that is tapped 
pretty hard by pilferage,” says Austin 
Watson, president of Watson Electric 
Supply. To cut this particular item of 
overhead to a minimum in his oper- 
ations, Watson has adopted the fol- 


A BRANCH-STORE counterman 
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with dishonest people. 
One dishonest person 


merchandise and property. 


in person. So, call the 
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TRUTH VERIFICATION SERVICE 


(Division of Smith Protection Service — Est. 1903) 


This service is for the protection of all honest employees so that they will not have to work or associate 
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in a business organizction con affect the repvutati 
honest employees, because everyone is under suspicion, until the thief is cought. 
Through the use of the Truth Verification service, the honest employee can get rid of the dishonest em- 
ployee by reporting him to the 
“Truth Verification Division” of Smith Protection Service 


Also, with this service, the honest employee is given the responsibility of protecting the company's money, 


When you see someone stealing or even suspect that something is being stolen, it is natural for you 
not to want to become involved in it. You will hesitate to report what you have seen to your employer, 


“Truth Verification Division” of Smith Protection Service 

When you call, do not give your name. Your identity will never be made 
known. Do not hesitate to report questionable acts because your suspicions 
gating stoff of Truth Verification will investigate 





cannot be proved. The investi 
oll reports corefully to protect the innocent. 


if at any time your honesty should be questioned, you have the privilege 
of requesting a Truth Verification Test, to prove beyond a doubt, your own 
HOUSTON 
CA 7-5221 
ASK FOR CHIEF INTERROGATOR 


DALLAS 
Ri 8-6191 
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CERTIFICATE OF HONESTY, issued by 


service, is posted in a prominent place in the Watson Electric 


lowing security measures: 

e Use of a polygraph (lie detection) 
service for pre-employment screening 
and tests in case of apparent irregu- 
larities. 

e Use of a shopping service to 
make periodic checks on employee 
honesty and efficiency. 

e Installation of an elaborate bur- 
giar-alarm system. 

“We believe we were the first elec- 
trical distributor in the Southwest to 
subscribe to polygraph service,” Wat- 
son says. “We thought a long time and 
lost a lot of sleep reaching that 
decision four years ago, but now we 
wouldn’t trade for it.” 

The thing that worried Watson most 
was the possibility of adverse reaction 
by employees. Would they resent 
being asked to take the lie detector 
test? Would this resentment affect 
their loyalty to the company? 

e Careful Consideration— “We were 
afraid—and I think this is a common 
feeling to management—that we 
might be degrading ourselves in the 
eyes of our employees if we asked 
them to take such tests. We have 
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house 


Supply 
employees 


[ruth Verification 


are 


found out that this is not the case at 
all. Instead, there is mutual satisfac- 
tion when you know you have an hon- 
est employee, and the employee knows 
that you know it.” 

Contributing to employee 
ance of the program is the approach 
taken by the polygraph service, Truth 
Verification, Inc. TVI President Lee 
R. Keener told ELECTRICAL WHOLE- 
SALING, “We sell our services to em- 
ployees the same as to the company 
Our service protects the employee 
from unfounded accusations or sus- 
picions, and we find that the innocent 
welcome the opportunity to verify 
their innocence.” 

“In spite of the precautions we have 
found it necessary to take, we still feel 
that 95% of the population is honest,” 
Watson “However, the remain- 
ing 5% concerns us very much 
much that, in spite of these precau- 
tions, we must constantly be on guard. 
e indifference Dangerous— “Apathy 
on the part of management toward 
pilferage is foolishness—costly indif- 
ference,” Watson emphasizes. “Hop- 
per & Hawkins, Inc., the sales auditors 


accept- 


says 
so 


Dual protection 
asked to 


aspects of service are 


help maintain honesty 


we have used for a number of 
for shopping checks, tell us that man- 
agement contributes to 50% or more 
of employee dishonesty by making it 
too easy to steal. 

“This service has an experienced 
crew who shop your counter and 
check your deliveries and warehouse 
in many ways to bring to light various 
acts of pilferage and dishonesty,” Wat- 
son says. “This is done two or three 
times annually, and in this year’s time 
all employees will usually be checked 
at least once. During a check, covering 
about a week, 15 to 20 transactions 
will take place which could expose 
dishonesty. The shoppers also grade 
for courtesy, price knowledge, and 
general efficiency. No one in the com 
pany is aware of when this check will 
occur except the owners 
e Saving Ways—‘“With the help of 
this service we have caught several 
employees in minor thefts in time to 
save them from a serious problem 
later. However, others were not 
simple.” 

It was the shopping service which 
brought to light the cases of the con- 


years 


so 


CONTINUED 





Solving Dishonesty Problem (cont.) 





‘These Services Help Us 


Sleep at Night’ 


niving counterman and the sticky-fin- 
gered cashier. Both when 
confronted with taking a polygraph 
However, an overall company 
bonding program recovered only a 
portion of the $10,000 lost to the 
counterman, and nothing was recover- 
ed from the employee in spite of the 
confession. The cashier made restitu- 
tion and was retained on the recom- 
mendation of the bonding company, 
but was caught pilfering again a short 


confessed 


test. 


time later 

e Sin Snowballs—As for the cash dis- 
counts going into the kitty for the 
office Christmas party, a vice president 
of Hopper & Hawkins “That 
might not seem so serious on the sur- 
Watson Electric 

that violation of 
both the sales incentive of the 


Says, 


face, but was losing 
twice by 
policy 
discount and the money. The next step 
would be for the money to wind up 
in someone’s back pocket.” 

‘It’s amazing how this sort of thing 
can grow,” Watson “Believe it 
or not, another Dallas electrical dis- 
tributor who uses the shopping service 
discovered that his entire warehouse 
crew was engaged in _ pilferage—not 
all collectively, but in small groups.” 

These incidents convinced Watson 
that prevention was much better than 


company 


Says. 


apprehension and brought about the 
decision to take on 
Truth Verification, Inc. Principal, and 
most profitable, use made of TVI by 
Watson Electric is for pre-em 
ployment screening 
e Sheds Light—“We require every 
prospective employee—from 
management on take the 
polygraph test before we hire him 
Properly handled by an experienced 
operator, this method will bring to 
light just about any information you 
want, and it verifies that the applica- 
tion has been filled out truthfully and 
completely. When a 
test, we are certain that he is honest 
at least for the past.” 

r'VIl’s Keener points out that this 
system is much faster and more ac- 
curate than checking an employee's 


the services of 


male 


down—to 


passes the 


man 


50 


background by telephone and letter. 
“The employer can base his decision 
solely upon the applicant’s knowledge 
of himself, rather than on someone 
else’s feelings or suspicions.” 

“The results of these tests convince 
us more than ever that they are profit- 
able. We are getting a higher-type em- 
ployee, and we have had no losses 
turn up since taking on the service,” 
Watson says 

“A conservative estimate would be 
that 20% of all applicants fail the tests, 
and as high as one-third of the ware- 
The tests have turned 
up the following types of undesirables: 

e Petty thieves, and ex-convicts 
with definite intentions of setting up a 
theft ring from inside the company 

e Persons caught in dishonest acts 


houseman-type 


in previous employment 

e Drunks with no remorse 

e The accident-prone, and_ those 
with physical handicaps which would 
create a liability, or on which com- 
pensation has already been paid sever- 
al times 

e Radicals and trouble-makers 

e Floaters, or job-hoppers 

e Persons overburdened with debt. 
who might be tempted to steal 

“The test also verifies the extent of 
qualifications and keeps the company 
putting a man in the wrong 
says the firm’s president 

Watson makes one exception. “We 
don’t send women to take the pre-em- 
ployment tests any more, and we don’t 
recommend sending them. We found 
that they were asked personal ques- 
tions which they found embarrassing 
and resented—we felt rightfully. We 
don’t even ask those to take it who 
will be handling cash. If a problem 
comes up in the company, however, 
that is another matter. Then an entire 
group or department might be asked 
to volunteer for the polygraph tests. 
e Power of Suggestion—‘While we 
can’t reauire an employee to take a 
nolygraph test. knowing that they may 
be asked to take it undoubtedly has a 
strong psvchological effect.” 

When Watson took on the poly- 


from 


job,” 


graph service, employees already with 
the company were not tested. TVI 
advises strongly against this. 

“There would justifiably be resent- 
ment if old employees were asked to 
take a test without a problem exist- 
ing,” says Keener. “And we tell them 
that if trouble ever does come up and 
they are tested, the questions will go 
back only to the day the service went 
into effect.” 

He adds that the Truth Verification 

service has an added effectiveness in 
preventing or detecting dishonesty, in 
that it actually makes every employee 
a part of its force. “Many employees 
would like to report thefts if they 
could avoid becoming personally in- 
volved, so we enable them to report 
dishonesty by simply making an anon- 
ymous telephone call. This protects 
Management without involving the 
person who made the call and we 
think it aids in maintaining company 
loyalty. 
e Cuts Temptation—‘Being familiar 
with our service is a great deterrent to 
theft and the violation of company 
policy. It won’t stop the confirmed 
criminal, but it will help control the 
basically honest people by reducing 
the temptation to steal.” 

Truth Verification signs, (see pre- 
ceding page) furnished by the com- 
pany and posted prominently in Wat- 
son’s Dallas headquarters and _ five 
branches, explain the purpose of the 
service and give instructions for re- 
porting dishonest actions. On getting 
a report, a TVI investigator calls on 
the accused person and asks him to 
take a polygraph test. 

“About 60% of those confronted will 
take the test,” Keener says. “The 
other 40% will just go in to the em- 
ployer and admit they are in trouble. 
However, the company is never in- 
formed of the accusation or our in- 
vestigation unless we actually turn up 
some wrongdoing.” 

e Price of Peace—What does this 
peace of mind cost Watson Electric? 
The shopping service charges a flat 
fee of $100 to $150 per period, plus 
50% of all recoveries. Cost of the poly- 
graph service is $1 per employee, or 
approximately $75 for the Watson or- 
ganization, and includes applicant 
screening and being on call for tests 
when needed. The burglar alarm sys- 
tem, installed seven years ago after a 
truck loaded with $5,000 in merchan- 
dise was taken from the premises, in- 
volved an installation fee of several 
hundred dollars, plus a $35 monthly 
charge. 

e Protection-Plus—‘“These services 
certainly help us sleep at night,” Aus- 
tin says, “and we heartily recommend 
them to all electrical distributors as 
another means of protecting their 
investments.” 
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COUNTER area is in strategic 
location. It’s near front door 
to office and side door to load 
ing dock of 30,000 sq ft plant. 


New House: 30% More Business 


GENERAL office area 
where salesmen can look through 
what’s going on in the counter area 


HE NEW $300,000 headquarters 

of Stusser Electric Co., Seattle, 

Wash., “is such an improvement 
over our former structure, that we 
will be able to handle 30% more busi- 
ness without adding a single ware- 
houseman,” says Leslie Stusser, presi- 
dent and founder of the company. 
e Heart of Town—tThe new building 
is in the heart of Seattle’s industrial 
district. It is a sharp contrast to Stus- 
ser’s former building—an outmoded, 
three-story office and warehouse with 
one elevator and loading door on a 
traffic-cramped street. 

Stusser’s new home has a 15,000- 
sq ft parking lot with ample room for 
expansion. The will-call customer can 
park at or near the loading dock, walk 
a few feet to the counter and pick up 
an order in minutes. 

e Efficiency First—The new building 
is One story. It’s constructed of rein- 
forced concrete with 24,000 sq ft of 
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has outside salesmen’s desks on left 
glass partition and see 


are kept clear, 


warehouse space and 6,000 sq ft of 
office space. 

The warehouse has four doors. One 

is used solely for will-calls and another 
for receiving. The space around each 
door is kept clear for maximum ef- 
ficiency in shipping and receiving. 
e Warehouse Features—The ceiling in 
the new warehouse is 17 ft high, al- 
lowing for maximum use of cubic feet 
of storage space plus ample room for 
palletization in the future. 

Aisles are four feet wide, enough to 
accommodate four-wheel stock pick- 
up cars and future use of fork lift 
trucks. 

e Stocking Methods—-Heavy equip- 
ment is left on the floor near the load- 
ing doors for ease of movement. Bulk 
items are kept on flats on the con- 
crete floors. For shelf items, %4-in 
shelves supported by slotted angle 
steel (two and three tiers, and four 
to six feet high, respectively) are used. 


WAREHOUSE is designed for 30% 
feet are made use of, aisles are four feet wide, loading doors 
stock trucks are 


more business. Cubic 


used 


[he warehouse has 33 sections of this 
type of shelving 

Conduit is stored on either side of 
the receiving door. Racks are made 
completely rigid for handling 
and extend five feet from a six inch 
base. 
e Counter Area—Located strategic- 
ally, the counter is separated from 
the general office area by a low glass 
barrier so traffic can be viewed by 
outside salesmen. Maximum use of 
display material is a must 
e Lighting — Lighting throughout 
Stusser Electric is aimed at better 
working conditions and at 
in customer-demonstrations 
e General Office—Offices have acou 
stical ceilings, electric heat 
electronic air-cleaner. 

“We're really enjoying our 
says Stusser. “We've 
lines and increased 
in many items.” 


easy 


sales-aids 


and an 


new 
added 
our in 


space,” 
six new 
ventory 





Annual Inventory at Southern Electric: 


BRIEFING is always held prior to the start of the actual count 
counter are 


in the warehouse. Gathered at the 


some of the ticipate. Briefings 


Starts at Seven, 


Ends at Noon 


That's how long it takes one distributor in Houston to 


complete the annual inventory count. Most personnel at 


the main house, key employees at the firm's four branches 


and manufacturers’ men help to make the accurate check. 


N BY 7 a.m.; out by That’s 
how long it takes Southern Electric 
Supply Co. personnel of Houston, 
Texas, to complete the annual invento- 
ry of stock—from locknuts to bolts 
Although the entire procedure is 
completed quickly, the 
curate. This is true 
of the number of 
ventory and the 
of management personnel 
e Large Numbers—Approximately 80 
persons make the actual count of all 
items in stock brok 
two 


noon, 


results are ac 
basically because 
people taking in 
constant supervision 


These people are 


en down into 40 teams, with 


in each group. In addition to all male 
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members of Southern’s Houston office, 
key personnel from the branches in 
Austin, Beaumont, Corpus Christi and 
San Antonio, Texas, are brought in to 
assist in the operation. 

The remainder of the group is made 
up of factory representatives, who 
are invited to assist in the count. 

When the annual inventory is taken 

always on a Saturday—the firm is 

Operations start immediately 
a.m., with a briefing by Sid 

vice president for purchasing 
and inventory control. At this brief 
ing, the group is divided into teams 
and assigned specific areas for check- 


closed. 
at 7 
Yoder, 


80 employees and manufacturers’ 
are given by 


representatives who par 
Vice President Yoder 


ing. All manufacturers’ 
tives normally are assigned to 
their own products. 

Where many items are involved in 
particular areas—such as lighting fix 
tures—more than one team is assigned 
for that group. In addition, two teams 
are assigned by Yoder to help anyone 
needing assistance. 

Each group is given 10 sheets of in 
ventory forms on which the type of 
products and quantities are listed 
When each team has completed the 
product count in its assigned area, it 
reports back to Yoder for additional 
assignments 
e The Impossible—‘Our auditors 

Price Waterhouse and Co.—told us 
that this system would not work when 
we first discussed putting it into opera- 
tion,” the vice president says. “They 
believed we could not possibly be ac- 
curate by using so many people and 
completing the job in such a short 
time. 

“That was before we tried. Now, 
they are amazed with the results, from 
the standpoint of both accuracy and 
speed. It no longer takes us a com- 
plete weekend for the project, and it 
no longer is a headache that is dread- 
ed for weeks in advance.” 

Checks are constantly made by 
management to see that the operation 
is functioning smoothly. These person- 
nel include not only Yoder, but also 
Board Chairman J. P. Hamblen and 
President Frank DeWalch. In addi- 
tion, the firm’s auditors spot-check all 
areas where inventory is being taken 
to ascertain the accuracy of the 


representa 
count 
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radd 


ONE TEAM making count here includes Edger and Melvin rYPICAL VIEW of stock checking is shown here. Yoder 


Viertel (kneeling, left to right). Checking progress (1. to r.) divides workers into teams of two each, and assigns each 
are Board Chairman Jake Hamblen, Hugh Busby and Yoder team to a particular area or product for accurate st count 


counts of the various products. 
e Preparations—There is some 
amount of preparation that Yoder 
considers essential. This involves neat- 
ness and order in the warehouse 

For several weeks in advance of the 
actual inventory count, warehouse 
personnel begin cleaning the entire 
area and clearing all aisles. In addi 
tion, all short pieces of wire are tag- 
ged, and a check of all sales tickets 
is made to be sure they are all ac 
counted for. 

“If we do this well in advance of 
the physical count of our stock, we 
not only can save time the day of 
inventory, but we also can be assured 
of a smooth-flowing procedure. This 
is essential, and can provide benefits 
to ourselves and to our customers.” 

Usually, the inventory is completed 
by 12 noon or 12:30 p.m. Following 
this, all personnel involved are pro 
vided with a buffet luncheon. A cater- 
er is brought in, and the counter is 
turned into an area where food and 
drink are served 

This exact procedure is duplicated 
at the four branches of Southern 
Electric. 

“There have been no complaints 
about our system of inventory-taking,” 
Yoder says. “When the annual event 
takes only half a day, it is over almost 
before it is begun. Our personnel are 
satisfied, we complete the project in 
the minimum amount of time and the 
operation is easy and simple. We have 
learned to save time and money, and BY NOON, 





or shortly after, a complete and accurate inventory count has been 


are able to devote more attention to taken. The group then returns to the counter, where a caterer has set up a buffet 
service to our customers.” lunch, as shown here. Standing second from right is President Frank DeWalch 
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MAGNETIZATION 0/ apiece of steel such 





Sy 











LINES OF FORCE are der7- 
onstrated by ‘rors Ailirigs Sprink- 
Jed on sheet of paper over bar 
magner Filings outline magner 
and hanes of force. Points of great 
est concentration are points of 
greare s* ma gre tie Aarfractiovr. 





PERMANENT 


MAGNETIC 
MATERIALS 
CiRON, STEEL, 
CERTAIN 
ALLoYs) 


NON-MAGNETIC 
MATERIALS 


(GRASS, COPPER, 


rad ALUMINUM, ETC.) 


42 _ @ 
a 2% Pe! ae 


PERMEABILITY of eras 
may be demonstrated by Aip- 
ping perrnanent magnet info 
pile of metal fragments. Those 
with high permeability (r1ag- 
netic) will adhere readily fe 
the magner; those with low 
permeability (ner- magnetic) will 
yor TAs principle /S employed 
in rmmagneric separators used 
in sndlastry: 








as @ screwdriver blade, may best be accomp- 
lished by placing /? inside a cor! of wire 
Carr y/11g @ heav Y ac curren? ard 

Hutting off current? while 

blade /s mside. 


COIL ENDS CONNECTED 
TO SOURCE VOLTAGE 
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ll 


az 
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All 


ri ( i = 
ASE DIRECTION 
TD :: 
MOVEMENT 
SOLENOID COIL COVIY!99- Cur- 
rent atfracrs stee/ plunger, pulli79 
it into col. Considerable manua/ force 
vs necessary to withdraw plunger When 
curren? 1s shat off plunger may oe 
withdrawn easily; cor/ loses 175 7ag- 
nietist7. This 1s ar exarnple of a “Ferm- 


Porary” magner 
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A) 


COMPASS , moved about a bar magner, 
will always point? away Frem a North 
magnetic pole, al/gnirg (?self with 
the bar magners snes of force. The 
compass needle (tse/f /s a smal! bar 
magrnes with a North and a Seu7h 
pole; its Saath pole 13 attracted Fo 
the larger magnets North pole and 
vice Versa. 
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Pinpoints the Information You Need on... 





By J. F. McPartland 
And W. J. Novak 


AGNETISM 
nomenon which plays an essential 
role in the distribution and _ utili- 
zation of electrical energy 
Although we can generate light and 
heat by simply either 
or alternating current through a re- 
sistance—such as the element of a 
toaster or the filament of an incandes- 
cent lamp, rotating electrical equip- 
ment like motors and generators and 
other devices such as relays, trans- 
formers, induction heating equipment 
depend upon magnetism 


is a physical phe- 


passing direct 


Fundamentals 


Centuries 
that a certain 
earth had the 
hold to itself 
this ore was plentiful in Magnesia, a 
province in Asia Minor, it was 
the name “magnetite.” From this, the 
name “magnet” is describe 
any body attracting iron or steel 

Although natural magnets as found 
in the earth have no useful applica- 
tion, artificial readily 
manufactured from iron, steel or var- 
ious alloys, and these have widespread 
commercial value. A piece of 
for instance, can be made into a mag- 
net by repetitively stroking it with a 
body which is already a magnet. But 
the most common way of magnetizing 
such a piece of steel is to place it 
within a coil of wire and pass a heavy 
current through the wire. The flow of 
current sets up a magnetizing force 
which orients the molecular structure 
of the steel, giving it the character of 
a magnet. 

Magnets commonly 
according to their ability to retain the 
character of a magnet. Those which 
retain the strength of their magnetism 
indefinitely are called permanent mag- 
nets. In this category are hardened 
steel and a number of scientifically 
developed alloys of nickel and cobalt. 
Those magnets which owe the strength 
of their magnetism to an _ external 
magnetizing force (such as the cur- 
rent-carrying coil of wire on the core 
of an electro-magnet) and which lose 
almost all of their magnetism when 


ago, it was discovered 
iron found in the 
ability to attract 


iron 


ore 
and 


pieces of Because 


given 


used to 


magnets are 


steel, 


are classified 
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Magnetism 


the external force is removed are re 
ferred to as temporary magnets. Solt 
iron is commonly used for temporary 
magnets. 

Iwo terms used in connection with 
magnets are: permeability 
tentivity. Permeability refers to the re 
lative ease with which a material can 
be magnetized, the ease with which its 


and re 


molecular structure can be oriented to 
that of a magnet. Soft 
ample, is relatively easy 
and is said to have high permeability 
Steel, on the other hand, is hard to 


magnetize and is said to have lower 


ron, aS an ex 


to magnetize 


permeability than soft iron 
Retentivity is a specific term refer 

magnet to 

with 


ring to the ability of any 
retain its magnetic character, 
permanent magnets having high re 
tentivity and temporary magnets hay 
ing low or poor retentivity. In the 
case of temporary magnets (soft iron) 
that small amount of magnetism which 
is retained after the external magnetiz 
ing force is removed is called residual 
magnetism. 

The term magnetic materials is used 
to refer to those materials which are 
attracted or repelled by a magnet and 
which can be magnetized themselves 
most common 


Iron and steel are the 


of such materials 


Magnetic Field 
Magnets can be made in a wide 
variety of shapes and sizes, from an) 
one of the various magnetic materials 
available. But there are certain char- 
acteristics common to all magnets: 
1. If a straight bar of magnetized 
steel or a horseshoe-shaped magnet or 
any other shape is dipped into a pile 
of iron filings, it will be found that 
the filings cling in large numbers to 
the ends of the magnet and only a 
relatively few filings attach themselves 
to the intermediate part of the magnet 
The area at each end of a magnet. 
where the attractive force is the great- 
est, is called a pole. 
2. The poles of any magnet are the 
points at which certain forces are 
concentrated. This force takes the 
form of lines of energy and is speci- 
fically referred to as lines of force. 
The existence of these lines of 
can be revealed in two ways 
A. If a piece of white paper is 
placed over a bar magnet and iron 
filings are sprinkled evenly over the 


force 


paper, the filings will be seen to 
take the actual run 
ning, external to the magnet, from 
one pole to the other in curving 
paths. The filings are actually under 
the influence of the lines of force 
B. If the same bar magnet is placed 
on a flat a small compass 
can be presence 
of the force. By 
placing the compass in various posi 
tions along the length of the bar 
magnet, that the 
needle takes different positions. The 
North pole of the needle will al- 

South 
and the 
itself up 


form ol lines 


surface 
to study the 
lines of 


used 
magnetic 


it will be seen 


toward the 
pole of the bar magnet, 
needle will always line 
with the direction of the 
force at the particular position of 
the compass. The points 
from the North pole of the 


By plotting the various po 


Ways 


point 


lines of 


needle 
away 
magnet 
needle, the 


sitions of the compass 


lines of force will be indicated on 
both sides of the magnet 
3. From the 


have 


lines of magnetic 
direction at all 


above 
definite 
points in the space surrounding a mag 
net and they 
4. The strength ot a 
centrated at the two poles 


counts for the high strength of attrac- 


force 


act along curved lines 
magnet Is con 
This ac 
iron or steel at the poles 

total quantity of magnetic 
lines of force is commonly 
magnetic flux. And, again, flux is al 
ways from North to South external to 
the magnet and from South to North 


Lines of 


tion for 
5. The 


called 


internal to the magnet force 


are continuous and never cross 
6. Although magnetic lines of force 
they provide a 
And the 
360° of 


are really imaginary, 
helpful, working concept 
lines of force exist in the full 
space around the axis of the magnet 
7. The flow of magnetic flux can be 
roughly compared to the flow of elec- 
tric current. The magnet is the source 
of pressure (comparable to the voltage 
source) and the flux finds more or 
less opposition to its presence. This 
opposition is known as the reluctance 
(similar to resistance in electrical cir- 
cuits) of the material. Air has very 
high reluctance and iron and 
have lower reluctance. And the lower 
the reluctance for the lines of force 
from a given magnet, the higher the 
flux density. 


steel 
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Centralized 
Quotation 
Guarantees 
Control 


QUOTATION department design 
ed to coordinate all divisions of 

Electric Supply Corp. of Chicago 
has enabled the distributor to prepare 
complete quotations on a particular 
job from a centralized location in the 
minimum amount of time. 

Prior to setting up this system for 
handling quotations from the indus- 
trial, contractor and lighting divisions, 
each salesman was responsible for ob- 
all of the information for a 
particular bid job. In many 
there were duplications of 


this process if more than one salesman 


taining 
instances, 
duties in 


was involved. 

“Duplication no longer is a prob 
Vice President of Sales Charles 
Currie ‘All quotations now are 
channeled through one department in 
stead of through individual salesmen 
that our 
involved 


lem, 


Says 


This does not mean outside 


personnel are no_ longe! 
Even though they no longer write the 
quotations, their functions of obtaining 
the information to be included are es 
sential.’ 

e The System—tThe 
ed when Electric Supply management 
wanted to find ways to provide bette 


idea was initial 


service to the customer. The general 
idea for the revised quotation depart 
ment was to provide the contractor 
with something more than 
permit the 


concentrate 


customer 


just prices, and regular 
telephone 


on handling 


men to more 


customer orders and 
problems 
Electric Supply's 


centers 


quotation depart 


ment now around one em 
ployee who coordinates, extends and 
types all complete job quotations. Nor 
mally, the firm will not quote on a job 
unless asked to do so by a customer o1 
customers. When a request is received 

either by telephone or through an 


outside salesman—specifications for 
the complete electrical portion are ob 
tained and person in 


charge of the distributor’s centralized 


given to the 
quotation department 
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REVIEWING completed file on job that is to be bid by Elec- 
tric Supply, Vice President of Sales Charles Currie (left) and 


Contractor Sales 

Basically, the distributor's salesmen 
do not make the take-offs themselves. 
Rather, they work with the 
customers’ estimators in obtaining this 
information. 

After the specifications are given to 

the quotation department, a file on the 
project is started, and a code number 
assigned to it. A cross code system also 
is Maintained in a master book in 
which the code number and name of 
the project are listed. 
e Use of Forms—One of the 
basic and helpful aids in the success 
of this system is the use of forms for 
each project on which the firm even- 
tually submits a bid. All 
products involved in the project and 
all manufacturers of these products 
who are suppliers for Electric Supply 
are listed on the forms 

After all pertinent information con 
cerning each product involved is listed, 


called for prices 


closely 


most 


electrical 


manufacturers are 
Both the date of the call 
are noted on the form. This not only 


presents a complete pricing guide for 


prices and 


the entire project, but it also gives a 
fast reference of just how much work 
has to be done before the quotation 
can be submitted 
e Follow-up Currie that 
follow-up service from the quotation 
department is an important element 
in the success of the system. For in- 
stance, the quotation manager not only 
follows Dodge Reports carefully, but 
places telephone calls to Dodge at 
daily for information on 
specific projects 

When the manager finds that a job 
has been let, Currie is notified im- 
then with the 
salesman whose customer is involved 
in the project. After reviewing the 
quotation sent to the contractor who 
awarded the job, the salesman 
then telephones the customer to con- 
gratulate him. Then, he reminds the 
contractor of the prices quoted by the 
distributor for product group, 


stresses 


least once 


mediately, and meets 


Was 


each 


Manage! 


Don Banks discuss fair markup. 
and requests that they discuss possible 
orders soon. 

No final prices for quoting are fig- 
ured by the quotation department. All 
final quotations to be submitted are 
handled—and can be changed—only 
by Currie, Executive Vice President 
Guy Ederheimer, Jr., and Don | 
Banks, sales manager of the Contrac- 
tor Division. After the overall project 
is discussed, the three what 
they consider to be a fair markup 
e An Asset—‘Our new system has 
many advantages,” Currie says. “First, 


decide 


the completeness of our job files is a 
big aid to both our customers and our- 
selves. If the customer asks a question 
about a particular project, we can give 
him an immediate answer from the 
information we maintain in each job 
folder. We can also tell at a glance 
what our profit is for each product 
group by looking at the job folder. 

“In addition, this system has helped 
to develop stronger ties with the con- 
tractors’ estimators. This is important 
to us because most of the orders orig- 
inate with this group rather than with 
the contractors’ purchasing agents.” 

Currie says that, in effect, the firm 
now can quote on a complete job for 
the customer instead of on particular 
facets of the project only. In the past, 
personnel were unable to provide com- 
plete information on the overall pro}- 
ect. Now, however, the contractor is 
given a “package quote” on the entire 
electrical specifications, eliminating 
the necessity of his calling every time 
he wants to know about a particular 
phase. 

“We have produced somewhat of a 
production line in our quotation de- 
partment,” the vice president says. 
“Through our filing system, we can 
build up a backlog of quotations to be 
submitted. This enables us to ride over 
recession business. 

“In addition, we have accomplished 
what we intended: to render a better 
service to our customers.” 
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In progress at Dominion Electric Supply’s general office is .. . 


One Distributor's College 


Of Electrical Knowledge 


In revising EW's ''20-Hour Electrical Course" to 40 hours, 
Dominion Electric went all the way in holding regular 
classes under the direction of an experienced instructor. 


N UNIQUE and profitable meth- 
od of instructing employees in the 
basic principles and applications 
of electricity has just been completed 
at Dominion Electric Supply Co., Inc., 
of Arlington, Va. 

Believing in the 
taining as much technical, theoretical 
and practical experience as possible 
to be successful, Dominion’s officials 
last Fall offered to present ELECTRI- 
CAL WHOLESALING’s “20-Hour Elec- 
trical Course” to any employee who 
was interested. And here is where the 
uniqueness began. 

“We realized that such training of- 
fered in this course could be help- 
ful,” Executive Vice President John C. 
Cockrill says. “However, we also 
realize that being a home study 
course, many of our men might start 
it, but few would complete it. Be- 


necessity of ob- 
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cause of this, we decided to present 
the course to our employees in the 
form of regular with an in- 
structor with a technical background.” 
e The Format—Z. Alvin Biggs, the 
instructor, was well qualified to in- 
struct He not only is an 
electrical engineer and chairman of 
the Arlington County Electrical Board, 
but until recently a partner with 
the electrical contracting firm of 
Biggs and Kirchner of Arlington 

The course, which was held in the 
general office of Dominion, was ex- 
panded from 20 to 40 hours. Classes 
were held each Wednesday from 7:30 
to 9:30 p.m. 


classes 


the course 


was 


The entire course was divided into 
technical, theoretical and _ practical 
aspects. During when 
the theory of electricity was discussed, 
each student was required to turn in 


each session 


the answers to 12 problems as part 
of his assignment. All problems were 
prepared by the instructor, who dis 
cussed all aspects of these dur ng the 
lecture 

Whenever the technical 
the course were to be covered, Biggs 
prepared assignment problems involv- 
ing the use of equipment. There were 
15 such all of which 
were graded and later discussed by 
the instructor. 

In addition, Biggs assigned several 
problems in which both theory and 
technical aspects were combined 
e Much = Interest—The __ instructor 
that the students became more 
interested as the course progressed 

“It’s pretty difficult 
spend two or three hours in 
every week and also complete home- 
work,” he “The fellows ab- 


sessions 


aspects ol 


assignments, 


Savs 


sometimes to 


classes 


adds. 
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Weekly Assignments and Tests Were Big Part 


ASSIGNMENT #4 9 


A one story building having dimensions of 80ft x 200ft is rented as a Department Store 
The service is 120/208 Volt 3 phase 4 wire. 
Using the following data answer questions # 1 through # 8. 
a — 40% of basement area is unexcavated 
b — 60% of basement area is for storage. 
c — 100% of first floor is sales area. 
— 50ft of show window 
> — 50ft wall and floor receptacles 
— 1 150hp 3 phase wound rotor motor for freight elevator 208 volt. 
. — 1 40hp 3 phase 208 volt squirrel cage compressor motor. 
h — 1 5hp 3 phase 208 volt squirrel cage Fan motor 
i — 1 3hp 3 phase 208 volt squirrel cage evaporative condenser motor 
j — 1 Iph 3 phase 208 volt squirrel cage evaporative condenser motor 
Based on minimum National Electrical Code requirements answer the following questions. 


ce 


1 — Compute total lighting and receptacle load in amperes using data ‘‘a’’ through ‘‘e’’. 
— Compute total number of 20 ampere circuits for lighting and receptacle load. 
- Give feeder size for question # 1. 
— Give circuit conductor size and ampere capacity for each motor. 
— Give full load running current for each motor. 
— Compute total Building load in amperes. 
7 — Name Main Switch Size and Fuse size for total building load. 
Draw a one line riser diagram for the building as required by section 7-71 of the Arlington 


Electrical Code. 


ASSIGNMENT # 10 


An apartment house has 60 apartments with 1000sq ft in each apartment. 
6000 sq ft. of halls and corridors. 
20,000 sq ft. of basement storage space. 
Each apartment has a 10 KW range; 2 lhp window air conditioning units (16 A at 120 V). 
The service is 120/208 Volt 3 Phase 4 wire. 
Based on minimum National Electrical Code requirements answer the following questions. 
1 — Compute feeder load 1 Phase 3 wire for each apartment. 
2 — Compute total range load for the building at 3 phase 4 wire. 
3 — Compute total air conditioning load for building at 3 phase 4 wire. 
Compute total house load (halls and basement) at 1 phase 3 wire. 
- Compute total General lighting and receptacle load of apartments at 3 phase 4 wire. 
Compute total load of building at service at 3 phase 4 wire. 
Compute Main switch and conductor size for total building load. 
- Draw a One line riser diagram for building as required by section 7-71 of the Arlington 


Electrical Code. 


ASSIGNMENT SHEETS were given to Dominion’s students tions, such as those shown above, were considered as tests 
each week for completion by the following week. The ques and were graded and discussed by the instructor. 
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Of Electrical Course 


College of Electrical Knowledge (cont.) 





A TOTAL of individual scores for each 
examination was maintained and posted 
by the distributor's management All 


passed the course successfully 





PN 


CLASSES were held Wednesday 
from 7:30 to 9:30 p.m. in the firm’s 
general offices. Questions and answers 
followed each period of instruction 


every 


sorbed much and became more in- 
terested as the course progressed. 

“We not only had a question and 
answer period after each class, but 
often, some of the employees would 
call me during their lunch periods 
and ask me to stop at the office to ex- 
plain and various problems 
in the assignments. None of them 
hesitated to ask questions.” 

In addition to giving them the reg- 
ular examination for the electrical 
course at the end of the sessions last 
March, Biggs completed his instruc- 
tion by giving the employees questions 
and problems dealing with the Nation- 
al Electrical Code. 

A complete record of individual 
scores On examinations given by the 
instructor was maintained by Cockrill, 
and posted so the employees taking 
the course could see their standings 
for individual tests. All the students— 
12 in all—passed the final examina- 
tion successfully. A brief biographical 
sketch on each follows in the Gallery 
of Graduates, which includes all grad 
uates who took this course 
e A Success—There not only 
enthusiasm shown by the employees 
who took the course, but each student 


discuss 


was 
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GRADUATION was held after comple- 
tion of course. Here, certificate 
sented to Elmer Byers (right) by the 
instructor, Z. Alvin Biggs, an 


IS pre 


engineer 


» 


took the seriously, 
Cockrill 

“It was our intention to 
employees as much helpful knowledge 
as possible. This not only would give 
them a better background to do a bet- 
ter job, but it also would enable them 


entire project 
Says. 


give the 


to provide better service to the cus- 
tomer.” 

This was accomplished, not only in 
the opinion of the instructor and man- 
agement at Dominion, but by the 
employees, themselves. At the “grad- 
uation” ceremony, where diplomas 
were presented by Biggs, each student 
expressed satisfaction with the course 
and said he felt confident he could 
do a much better job for both the 
distributor and the customer. 

Elmer B. Byers, a counterman at 
Dominion’s Washington, D.C., branch, 
explains that he now feels more con- 
fident when he is taking orders from 
customers. He now finds that he can 
make more suggestions about the 
solutions and applications involving 
problems and products. Byers was 
Dominion’s high-ranking student at 
the end of the course. 

e The Results—‘“There is no doubt 
that this course benefited the employ- 


benefit the customer,” 


‘Many of our 


ees and will 
Cockrill emphasizes 
people had never studied the theory 
of electricity. 
portant to them. 


“It’s impossible to stop the 


This was especially im- 


proc 
esses of learning. Continuous learning 
also is essential. When it is directed by 
a technical expert, it’s impossible not 
to gain in benefits.” 

Names of the graduates are F. J 
Carr, James |! Robert J 
Leonard, Robert Troy, Noel Baker, 
Michael Vincent, Elmer B. Byers, 
William Caldwell, Don J. Grantonic, 
Ralph Leigh, F. Paige Woods and 
Gene Jackson. 


Greene, 





Class of 1961: 
Grad Gallery 


EW proudly presents the latest group of 


electrical achievement certificate winners 


HE fourth graduating class of ELECTRICAL WHOLE- 
SALING’S “20-Hour Electrical Course” includes the 25 
men presented here. They come from West Haven, 
Conn., to Wichita, Kan. This new group brings the total 


number of graduates for 


Among the graduates were 


1960-61 to 100. 


12 “students” from Do- 


minion Electric Supply Co., Inc., Arlington, Va., and 


three from the C. S. 


Mersick Electrical Supply Co.., 


West Haven, Conn. All those who passed the course 
were wholesale personnel, except for a manufacturer's 


representative from Norwalk, 


Conn., and an electrical 


contractor from Los Angeles, Calif. 
The general opinion of the course from those who 
passed was one of enthusiastic acceptance. Those who 


took the course ranged 


from branch managers to 


yh , 


countermen. Of the 25 graduates 22 have their pictures 
on the following pages. For details on Dominion Electric’s 


use of the Course, see page 57 


Camera-Shy ... 


Richard McKiernan 


Outside salesman Rich- 
ard McKiernan has been 
with C. S. Mersick Elec- 
tric Supply Corp., West 
Haven, Conn., for over a 
year. He is a graduate of 
Arnold College, a member 
of the Clinton Country 
Club and specializes in 


Joseph M. Ryan 


As outside salesman for 
( S. Mersick Electric 
Supply Corp., West Haven, 
Conn., Joseph M. Ryan 
“unofficially” specializes in 
panelboards, controls and 
switchgear. A graduate of 
New Haven College, Ryan 
has an A.S. Degree in 
Management. He is 46, 
married and has a son 
Favorite sport: boxing. 
Favorite hobbies: guitar, 
jazz and gardening. Ryan 
says that the 20-Hour Elec 
trical Course was helpful 
as a review of needed 
basic electrical knowledge. 


60 


electric heating and res- 
idential fixtures. Favorite 
sports: golf and hockey 
(he’s an official). Favorite 
hobbies: “fixing playroom 
in the cellar.” The 20- 
Hour Electrical Course? 
“A wonderful addition to 
my reference library.” 


Scott Wootan 


Scott Wootan, purchas- 
ing agent for Sherwin 
Electric Service, has been 
with the Los Angeles elec- 
trical contracting firm for 
six months. Wootan is 
married, 26 years old and 
his favorite active sports 
are gymnastics and foot- 
ball. Spectator sports: 
gymnastics, horses, track 
and football, Hobbies: 
bridge. Wootan says the 
20-Hour Electrical Course, 
“IS a Stepping stone to 
further 
very practical analysis of 
one’s own capabilities.” 


research and a 


Noel W. Baker 


Counterman Noel W. 
Baker, Dominion Electric 
Supply Co., Arlington, 
Va., has been with the 
company for over two 
years. He’s a member of 
the National Duckpin 
Bowling Congress, the Do- 
minion Ski Club and the 
company bowling team. 
Baker is 20 years old. His 
favorite sports are water 
skiing, bowling and soft- 
ball. He likes to watch 
football. About the 20- 
Hour Electrical Course, 
he says: “it’s been very 
helpful in counter work.” 


Don J. Grantonic 


Counterman Don_ J. 
Grantonic is a counterman 
with Dominion Electric. 
He is 24, married and has 
one child. He’s been with 
the company for _ six 
months. Grantonic is a 
member of the firm’s bowl- 
ing team and ski club and 
the National Duckpin 
Bowling Congress. His fa- 
vorite active sports are 
bowling, water skiing and 
football. He prefers to 
watch football and _ ice 
hockey. He says the course 
helped him do a_ better 
selling job. 


Clyde P. Bogner 


Clyde P. Bogner is a 
counter salesman for Star 
Electric Supply, Inc., 
Wichita, Kan. He has been 
with the company for over 
a year. Prior to his join- 
ing Star, he was an elec- 
trical contractor for 19'2 
years. Bogner is 39, mar- 
ried and has three sons 
His favorite spectator 
sports are basketball, base- 
ball and football. He pre- 
fers to bowl, fish, swim and 
go boating. Hobbies: read- 
ing, gardening and coach- 
ing Little League baseball 
in Wichita 


James L. Greene 


James L. Greene is 26, 
married and has one child. 
He’s assistant salesman- 
purchasing agent for Do- 
minion Electric Supply 
Co., Inc., Arlington, Va 
Greene has been with Do- 
minion for almost two 
years. He has been in the 
electrical wholesaling field 
for 10 years. Football and 
baseball are the sports he 
prefers to watch, and play. 
Speaking about the 20- 
Hour Electrical Course, 
Greene says “it Was very 
interesting and helpful to 
me in my everyday work.” 
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Elmer Byers 


Elmer Byers, counter 
man, Dominion Electric 
Supply Co., Inc., Arling 
ton, has been with the 
company for almost two 
years. He is 32, married 
and has two children. He 
belongs to American Le 
gion Post 39 and 1.0.0.F 
in Falls Church, Va. He 
says the 
gained from the 20-Hour 
Electrical Course gave him 
100% more confidence in 
dealing with 
contractors. Favorite spec- 
tator sport: baseball. Fa 
vorite activity 


electrical 


fishing 


Donald L. Hicks 


Former USAF pilot, 
Donald L. Hicks is an out- 
side salesman with Dorsey 
Electric Supply Co., North 
Little Rock, Ark. Hicks is 
25, an affiliate member of 
AIEE and an associate 
member of IES. He covers 
heavy industrials and small 
contractors and promotes 
electric heat. Hicks, now 
taking an extension college 
course in electrical en- 
gineering, says the 20 
Hour Electrical Course is 
“easy to understand and 
specific enough to cover 


all aspects.” 


know ledge he 


James Carr 


Branch manager James 
Carr, Dominion Electric 
Supply Co., Inc., Arling- 
ton, Va., has been with the 
company for four years 
He is 26, married and has 
two children. Previously, 
he spent three years with 
an electrical contractor. A 
member of the Dominion 
water ski club, Carr also 
participates in bowling 
Carr's 
sport is football. His opin 
ion of the 20-Hour Elec 
trical Course: “one of the 


favorite spectator 


finest programs ay ailable 


tor electrical salesmen 


Gene Jackson 


Outside salesman Gene 
Jackson’s favorite hobby 
is singing and refinishing 
antique furniture. He is a 
member of the Ameri- 
can Legion and _ the 
SPEBSQSA (barbershop 
quartet). He is 32, mar- 
ried and has two children 
Jackson has been with 
Dominion Electric for 
over two years” and 
specializes in construction 
materials and commercial 
lighting fixtures. Favorite 
activities: baseball, swim- 
ming and water skiing 


Spectator sport: baseball 
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William B. Caldwell 


William B Caldwell! 
Dominion Electric, is an 
outside salesman who likes 
music and sports cars. In 
the electrical industry, his 
specialty is general line of 
construction material and 
commercial fixtures. With 
the company for 13 years, 
Caldwell says the 20-Hour 
Electrical Course was “ex 
ceedingly helpful and 
made me more familiar 
with equipment applica 
tion and therefore more 
helpful to my customers 
Caldwell’s favorite specta 
tor sport: car racing 


Richard J. Kohler 


Richard J Kohler is a 
manufacturer's representa- 
tive for Edwards Co., Inc., 
Norwalk, Conn. He’s been 
with the firm for over a 
year. Kohler is a ‘59 grad 
uate of Lafayette College 
with a B.S. in Business Ad- 
ministration. He is 23, 
married and has one child 
His specialty is signalling 
equipment. Kohler was 
the °59 captain of the La- 
fayette basketball team 
Hobbies: skiing and golf 
“The 20-Hour Electrical 
Course,” he says, “gave me 
a basic background.” 


Robert F. Finley 


Robert F. Finley, out- 
side salesman for Glasco 
Electric Co St Louis 
Mo., has a certificate in 


Business Administration 


from Washington Univer 
sity. He has been with 
Glasco for 11 years, is 32 


has three 


married and 
children, a girl and two 
boys. Finley likes to play 
corkball and golf. His fa 
vorite spectator sport 1s 
professional basketball 
About the 20-Hour Electr 

cal Course he says: “it was 
very good and helped if 


equipment applications 


Fay G. Lawrence 


Fay G. Lawrence is a 
counterman for Seaway 
Electrical Supply Co, Inc., 
Massena, N.Y. He has 
been with the firm for al- 
most a year. Lawrence is 
24, married and has a 
daughter. He is a member 
of the Waddington Fire 
Dept. Favorite spectator 
sports: hockey, baseball 
football and _ basketball 
Favorite activities: hunt- 
ing, fishing, hockey and 
baseball. Lawrence says 
the 20-Hour Electrical 
Course gave him a better 
electrical knowledge 
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Ralph M. Leigh 


Ralph M. Leigh is an 
outside salesman for Do 
minion Electric. He is 24, 
married and has two chil- 
dren. He is active in ar- 
chery and in church ac- 
tivities. With the com- 
pany for over 3 years, 


Leigh was previously a 


farmer. His favorite activ 
ities are hunting and 
fishing. Favorite spectator 
sport is boxing. About the 
20-Hour Electrical Course 
Leigh says that he found 
the course very interesting 
and helpful in providing 
technical information that 


he could use 


Edward H. Schneider 


Edward H. Schneider of 
Parr Electric Co., Inc 
has been with the New 
Jersey firm for 18 years 
He is an inside salesman 
Schneider is 37, married 
and has one child. A grad- 
uate of Rutgers Univer- 
sity, Schneider says his 
favorite 


are football and baseball 


Spectator sports 
while his favorite active 
sports are golf and bowl- 
ing. Talking about the 20 
Hour Electrical Course 
Schneider says that it 
gives the student the work 


ing knowledge he needs 
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Robert J. Leonard 


Robert J. Leonard is 
with the purchasing dept. 
of Dominion Electric. He 
has been with the com- 
pany for over a_ year. 
Leonard is 36, married 
and has two boys. He is a 
member of the Moose 
Lodge and the SPEBQSA 
(barber shop _ singing). 
Leonard says he found the 
20-Hour Electrical Course 
helpful in everyday use on 
the job, which, he says 
means specialization in all 
electrical products. Leon- 
ard’s favorite sports are 
auto racing, sandlot ball, 
fishing, hunting, football. 


Frank P. Schwegel 


Outside salesman Frank 
P. Schwegel of Rumsey 
Electric Company has been 
with the firm for 10 years 
He’s married and has six 
children. He belongs to the 
Rumsey bowling team and 
his favorite 
sports are football, base- 
ball and basketball. His 
other interest 1s 
golf. Schwegel’s specialty 
is the industrial-commer- 
cial market. He says the 
20-Hour Electrical Course 
gave him a wider under- 
standing of current com- 
mon problems 


spectator 


active 


Willie Joe Pickler 


Counter man Willie Joe 
Pickler, Townsend Hard- 
ware Co. is 27, and the 
father of three. He has 
been with Townsend since 
April of 1960 and says his 
specialty is all electrical 
supplies. An active sports- 
man, Pickler likes to take 
part in baseball, football, 
swimming and golf. His 
favorite hobby is building 
“almost anything.” About 
the 20-Hour § Electrical 
Course, Pickler says: “In 
my line of work I’ve found 
it to be particularly help- 
ful and encouraging to 
further studies.” 


Joseph A. Slavik 


Outside salesman  Jo- 
seph A. Slavik has been 
with Westinghouse Elec- 
tric Supply Co., Milwau- 
kee, Wis. for 36 years. He 
is a member of the Electric 
League of Milwaukee, and 
Electrical Maintenance 
Engineers. Graduated 
from the Milwaukee 
School of Engineering, 
Slavik is 58, married and 
has three children. Hob- 
bies: “do-it-yourself proj- 
ects.” Sports: “Bowling 
and poker (sport?).” He 
feels the course was “very 


helpful.” 


Hans Reichwagen 


Hans Reichwagen is 
branch manager of C. S 
Mersick Electric Supply 
Corp., West Haven, Conn 
He has been with the com 
pany for 15 years. Reich 
wagen is 42, married and 
has two children. His spe- 
cialty is industrial and res- 
idential lighting, and he 
says that the 20-Hour 
Electrical Course has 
proved helpful to him in 
this field. Reichwagen pre 
ters to watch baseball and 
basketball. Favorite active 
sports are bowling and 
soccer. Hobbies: oil paint 
ing, woodworking 


Robert Troy 


Robert Troy is an out- 
side salesman for Domin- 
ion Electric. He has been 
with the company for over 
three years. He is 38, mar- 
ried and has three chil- 
dren. Troy’s specialty is 
“tie-in sales” when he gets 
a quote. Previously he was 
in the appliance business 
rroy says his favorite hob- 
bies are some woodcraft 
and “getting orders from 
customers.” His active 
sports are handball and 
softball. He says the 20- 
Hour Electrical Course 
helped him. 
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Michael C. Vincent 


Michae! C. Vincent is a 
counterman at Dominion 
Electric. He is 21, married 
and has one child. With 
the company for one year, 
Vincent says that the 20 
Hour Electrical Course 
“gave me the much needed 
and valuable information 
that I needed,” because he 
had no previous back- 
ground in the field. Vin 
cent says his specialty is 
electric heat. His favorite 
sports (active) are foot- 
ball and softball. Favorite 
hobby; sports spectator “at 
about any sport.” 


cz 


= 


- 


F. Paige Woods 


Counterman F. Paige 
Woods has been with Do- 
minion Electric for a year. 
His previous experience 
has been in retailing and 
contracting. He is 27, mar- 
ried and has a son. Woods 
says that the 20-Hour 
Electrical Course helped 
him because “it (the 
Course) gives the electri- 
cal supplies salesman a 
technical rather than a 
general knowledge of 
products and their applica- 
tions.” Woods says his 
favorite activities are soft- 
ball and water skiing. 
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It's good 
to know 


CARLON 


PLASTIC CONDUIT 


KNOW THE FIRST NAME 
IN PLASTIC PIPE 


CARLON 


Here’s Why 
Carlon saves 30% in 


competit 
non-metallic cone 
clean, leakproof, corros 


resistant, solvent-welded 


Carlon Underground 
Conduit for direct 
burial or encasement 
Carlon PV-Duit 


; + 


jrea 


Carion Products Corporation 
Box 133 — Aurora, Ohio 


> your representative 


on Plastic Conduit 


COMPANY ____ 
ADDRESS 
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A Good Housekeeping ) 


the light bulb with 
“gas-flame”’ charm 


Soden 


MAKE YOUR BULB BUSINESS BIG BUSINESS 
WITH AMERICA’S MOST SUCCESSFUL NEW DECORATOR BULBS! 


Flamescent is one of the most phenomenal success 
stories in light bulb history. Another Duro-Lite 
original—unique in design, and precision-engi- 
neered for long-life, like the rest of the famous 
Duro-Lite line. Literally sells on sight—to con- 
sumers, decorators, contractors, lighting consult- 
ants. Duro-Lite bulbs offer you an exceptionally 
BIG profit opportunity. Check these features: 
@ Superb decorative effects! Instant appeal to 
consumer and professional for chandeliers, 


sconces, postlites, etc. HM Lasts 3 times longer! 


: 


CRYSTALIER 


Unconditionally guaranteed. & Powerful Con- 
sumer Advertising! “As seen in’ Good House- 
keeping, Saturday Evening Post, Look, House & 
Garden, Living, House Beautiful, New Yorker. 
B® Smartest packaging! Tested merchandisers! 
Plus a host of promotion aids to make your sell- 
ing easier, faster 


Higher unit sale—Top dollar volume — Longer 
profit! Duro-Lite can make your bulb business 


big business! Write for complete information! 


DURO-LITE LAMPS, INC., NORTH BERGEN, NEW JERSEY 


% : 


LINE OF LONG-LIFE BULBS 
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New, improved HUNTER electric heat... 
FORCED AIR BASEBOARD 


res) Er 


b csi 
— 


Arrows show flow of air dr 


into unit, heated evenly, and 
tributed over a wide area. 


34 -long unit 





HUNTER BATHROOM CONVECTION BASEBOARD 
Highly efficient unit has chrome face-plate and white 
i standard bath fittings. 
Thermostat control is end-mounted for easy access. 


casing to blend with 


awn 


dis- 


stalls aga 


nst wall 


The best features of electric baseboard and forced air heating are combined 
in the Hunter Forced Air Baseboard. Quiet, trouble-free operation makes this 
unit the ideal choice for many installations. Automatic control is by built-in 
thermostat (optional) or wall thermostat. Low surface temperature and auto- 
matic cut-out give complete safety. Recessed (with trim-flange) and Standard 
surface-mounting) models install easily in new or existing construction. 


HUNTER / TRADE WIND DIVISION, ROBBINS & MYERS, INC., MEMPHIS, TENN 


HUNTER 
ELECTRIC 


Hunter / Trade Wind Division, Robbins & Myers, Inc 
2776 Frisco Ave., Memphis 14, Tenn 

Please send data on Forced Air Baseboard 
Bathroom Convection Baseboard [ to: 


HEAT 





Name _ eee 


Company 


Address 





SALE GUARANTEED! 


Backed 100% 
by THE T&B PLAN 


SALE GUARANTEED! 


Supported by 
National Promotion 


SALE GUARANTEED! 


Lowest Installed Cost 
for Your customer 


when U choose 
hee Seecaneet 


YOU CHOOSE THE ONLY COMPLETE LINE 
THAT COVERS THE COMPLETE RANGE 


FROM #8AWG to 1,000MCM — 
AND THE LOWEST INSTALLED COST! K/ 


Designed for Code Copper Conductors. Oy f 


Pla THE NEW TBM8 HAND TOOL 
The only hand tool that will terminate, splice, tap and 


pigtail wire sizes from #8AWG to SOOMCM 


See your local T&B distributor — NOW! | 
The Thomas & Betts Co., Inc., Elizabeth 1, i 
New Jersey. (In Canada: Thomas & Betts i 


Ltd., Montreal).  * Potent Pending 
Patented 


TeB THOMAS & BETTS 


ENGINEERED 


DON’T CHOP IT...SLICE IT! 


NEW HEAVY-DUTY 
¥° CABLE SLICER 


T&B CAT. #366 


cuts cables to LOOOMCM 

. copper or aluminum 
. . . a Clean slice every 
time! Produces smooth 
cable end for easy inser- 
tion in connector. 


4 oS 


TRY IT NOW—See your 

local T&B distributor about 

30-day money back trial... 
Leaves The Thomas & Betts Co., Inc., 

Elizabeth 1, New Jersey. (In 
cable end Canada: Thomas & Betts 
round Ltd., Montreal). 


TeB THOMAS & BETTS 


ENGINEERED 


ELIMINATE TAPE, STRING, CLAMPS 
with self-clinching 


TY-RAP™ 


cable ties 
and straps 


PAT. PENDING 


Neat, permanently secure cable ties 
and mounted bundles in seconds — 
with no strain on hands or con- 
ductors. Self-clinching lock won't 
loosen until intentionally removed. 
See your T&B Distributor or write 
to Thomas & Betts Co., Incor- 
porated, Elizabeth 1, N. J. (In 
Canada: Thomas & Betts Ltd., Mon- 
treal; in England: Ross, Courtney 
and Company, Limited.) 


[TB] THOMAS & BETTS 
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N 0) Wis the season 


get your share of 

OUTDOOR LIVING- 

LIGHTING PROFITS 
O pcunnemmeanaes 


j 16” green 
reflector with 
new offset stem. 


Here’s a bright new note—beautiful ; 
FLORALITE Planter for the patio. A The wonderful new adventure of light- 


promt make tse twill help boost ing in outdoor living i fast catching 
on. lIiluminating gardens, patios and 
‘walkways with FLORALITES can bring 
big profits to you. 


e Portable FLORALITES with spikes are 
FLORALITE with plain or : ready for use, just stick in the ground 
color-striped fibre glass re- | and plug into convenience outlets. 
flector. \ / Accessories include portable and sta- 
tionary convenience outlets, under- 
ground junction boxes and other com- 
ponents for permanent installations. 


Coachlite in satin black 


with copper trim. ‘ : 
od Contractors and dealers will be looking 


for the profitable Steber FLORALITE 


\ TY line; stock up now and promote out- 


OTHER SIVLES A door living-lighting for bigger profits. 
vineias Wind Henne satin Attractive brochure and letter stuffer 
lai ills te Pathlites, Borderlites, Bar-B-Q, with installation instructions, are avail- 


black and white. Gamelite and Floods. able for your promotion program. 


STEBER DIVISION * THE PYLE-NATIONAL COMPANY 
2700 Roosevelt Road, Broadview, Illinois 
242 Anderson Street, Los Angeles, California 


MANUFACTURED IN CANADA BY 
Pyle-National (Canada) Ltd., Toronto, Ontario 
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Cornish . . . the complete bat of cord sets and molded components 


“Cornish... the complete line of electronic wires 


Cornish... the complete line of flexible cords and thermostat wires 


H. G. Anschuetz* tra L. Arkin Company* John M. Fincke Company* Heimann Company* Howard & Goepp Company* LL. Morris Landers Co.* 
113-115 North 23rd Street 4929 North Damen Avenue 1848 North Main Street 1711 Hawthorne Avenue 1301 6th Street 251 Spring Street, S.W. 
Philadelphia 3, Pa. Chicago 25, Illinois Los Angeles 31, California Minneapolis 3, Minnesota San Francisco 7, California Atlanta 3, Georgia 





Arbeiter Company* Brenner Electrical Sales* Herman 0. Gerdts Heimann Company* Everett Jones H. L. Linder Elec. Sales Co.* 


3721 Washington Avenue P.O. Box 51 415 Lexington Avenue 1401 Fairfax Trafficway 4040 Mayfield Road 3911 Joy Road 
St. Louis 8, Mo. Houston 1, Texas New York 17, New York Kansas City 41, Kansas Cleveland 21, Ohio Detroit 6, Michigan 
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When you stock Cornish, you 
get the unabridged triple-bar- 
relled line of cord sets with 
the widest selection of molded 
components available to in- 
dustry, flexible cords, ther- 
mostat wires and electronic 
wires. Only Cornish is really 
complete, sold to you through 
accredited jobbers and backed 
by a coast-to-coast network of 
20 sales offices and 13 ware- 
houses for fast deliveries. Call 
your Cornish representative to- 
day—start your sales growing 
with the complete Cornish line. 





»§' means ROMER AL 
- 5 








It takes skill and pre- 

cision to manufacture 

a switch that has earned 

the high reputation of 

Rocker-Glo. This same skill 

and precision builds the same 

high standards into 3-Wire Ground- 

ing devices. For heavy duty devices 

or residential, the P&S trademark is your 

assurance of top quality, best value in 
every kind of wiring device. 





For information on 


[) 3-Wire Grounding 
— write Dept. EW 561 


PERFORMANCE 
SPECIFIED 

















PASS & SEYMOUR, INC. 
SYRACUSE 9, NEW YORK 


® 


60 E. 42nd St., New York 17, N.Y. 1440 .N. Pulaski Rd., Chicago 51, Ill. In Canada: Renfrew Electric Co., Ltd., Toronto, Ontario 
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the greatest advance in motor control in 30 years 


From their amazing compactness to their almost unbelievable operating life—measured 

in millions of operations—this entire family of Bulletin 709 solenoid starters is new in every 
detail. They feature a new, patented, high-efficiency magnet—new molded coil—new hot 
molded arc hood—new weld-resistant contacts—and new truly trip-free and tamperproof 
overload relays. But these new starters use the old Bulletin 709 heater elements. 

Write today for all the details on this really amazing new line 

of Allen-Bradley Bulletin 709 motor starters. 


ALLEN - 
BRADLEY 


Note the ‘‘family”’ likeness Member of NEMA 
and aristocratic appearance of the 


new enclosures designed by Brooks Stevens Quality Moto ‘ Co n t rol 


Allen-Bradley Co., 106 W. Greenfield Ave., Milwaukee 4, Wis. 





WEAVER 


DUAL-GRIP 
HEAD 
Clamps on pipe with 
two screws ...no 

threading necessary. 





INSULATOR 
Stock only six standard All porcelain insulator 


kits to cover most 


installations 


These Weaver Mast Kits provide 
everything needed for low roof 


service entrance installation ex- 
FLASH PLATE 


Supports mast and 
serves as flashing. 


cept the conduit. All parts are 
designed for easy installation with- 
out special tools. Six standard kits 


cover most installations or, on 


request, Weaver will pack special pe PIPE SUPPORT 
Fastens conduit securely. to 


masonry... one piece con- 
struction. 


kits. Individual items may, of 
course, be ordered to meet local 
requirements. OFFSET 
REDUCER 


Made of high-strength cast 
aluminum... assures positive 
grounding. 


JA. WEAVER 
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Stock and sell 
these other 


high profit items... 


TYPE SEC ENTRANCE HEADS 


Body and cover cast of high-strength aluminum 
alloy, cable keeper of Duronze ... heavily cadmium 
plated. Cable keeper is reversible to hold any size 
cable firmly in place. Cover has deep flange on all 
sides to prevent moisture from entering head. Cover 
screw placed at convenient angle for easy tighten- 
ing. Four sizes accommodate all popular size en- 
trance cable—including 4/0-3 aluminum or copper. 


PLASTIC INSULATING 
BUSHINGS 


Constructed of super-tough cellulose ace- 
tate butyrate... won't crack, distort, cor- 
rode or break. Ribs on side allow easy 
hand tightening ... locks so tight a wrench 
is needed for loosening. Overlapping lip 
protects insulation. Compact—takes less 
space in junction box. Twelve sizes (/2” 
thru 6’’) cover every requirement, 


INSULATOR 
SUPPORTS 


Cast of high-strength malleable iron— 
cadmium plated. Cup pointed, hardened 
steel screw is angled to assure a grip 
that won't slip even under extreme vibra- 
tion. Securely attaches conduit, insulators, 
outlet boxes or bridle rings to steel 
structures. 


J. A. WEAVER COMPANY «+ 2110 Howard St. « St. Lovis 6, Mo. « Phone CEntral 1-8100 
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industry-proved through a quarter century of service... THERE'S NO DOUBT ABOUT NE 


Throughout New York City’s most severe winter in many years, 
able pulling for the new lower level addition to the George 


Washington Bridge continued with few interruptions. Even 


i : ; 4 
see 


4 


SM aoe he lc 


PLAN ATCO LT AIS EI 


ne ape 





ie atk 














i\ 


sub-zero cold does not impair the pliability of neoprene 
jacketing Supplied by Hatfield Wire and Cable 
Division, Continental Copper and Steel Industries, In 


Power cable 


NEOPRENE JACKETED CABLE T0 LIGHT NEW 
LOWER LEVEL OF GEORGE WASHINGTON BRIDGE 


Chosen for its outstanding weather resistance and time- 
jacketing of 


rubber will protect all the power cable used to illuminate 


proven reliability, 


neoprene synthetic 
the new 6-lane lower level of the George Washington 
Bridge. Much of the original electrical cable installed 
on the bridge's upper level is being replaced too .. . 
and this new cable is also jacketed with neoprene. 

Neoprene’s widespread use for such important jobs 
is backed by more than 25 years of dependable service 


in the wire and cable industry. As a jacketing material, 


REG. us. pat. OFF 


neoprene is tough and abrasion resistant. Combine 
these qualities with its inherent resistance to weather- 
ing. temperature extremes. flame. hot and cold flow. 
and you have the important reasons why neoprene 
jacketing means long. reliable protection for electrical 
cable. For your free subscription to the Wire AND 
CABLE CASEBOOK, containing news about applications 


I. du 


Pont de Nemours and Co. ( Inc.). Elastomer Chemicals 


of neoprene in the electrical industry. write: F. 


Department ES-5. Wilmington 98. Delaware. 


NEOPRENE 


SYNTHETIC RUBBER 


Better Things for Better Living . .. through Chemistry 
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OPRENE 


| 2° ay” 
< eT Attention , 
contractors 
and builders! 
FASCO HOODS 
Now offer 
Fully-Certified 
Performance 





FASCO is consistently FIRST with the 
LAST word in RANGE HOODS 


Fasco is consistently first with range hood advances that are constantly being 
copied by others. This leadership pays off for builders and contractors who 
install Fasco range hoods... pays in freedom from costly callbacks, in better 
Styling, more rugged construction, and it pays in the customer satisfaction 
that means so much in your business. 

Fasco was first with a powerful 10” impeller in a completely self- 
contained hood. 

Fasco was first with a 21” depth hood. 

Fasco was first with the slim-trim styling that added fashion and function 
to kitchen ventilation. 

In another progressive step, Fasco offers certified performance on all ducted 
hoods in accordance with FHA and local codes. So check Fasco before you 
buy. It will pay you now and in the future. 








An ideal mate for the 94 and 95 series 

hoods is Fasco’s 80 series oven hood. 

This powerful companion-piece to 

the line of other Fasco hoods installs Ye, c ab NDUSTR ES INC 

quickly in small space, is pre-wired | | ) Rochester, N. Y. 
and has snap-out easy-to-clean filter. 


Fasco Manufactures a full line of Quality Fans, Ventilators, Range Hoods, Electric Heat 





COPARTNER? 


How do you stand with the 


When a Sylvania salesman comes into your terri 
tory, he’s really expanding your own sales force. 
He scores when you score—and only then. 


When some outfits go into the field, they hand out 

distributorships and keep one for themselves. You 

can never be sure who's on whose side. 

Some outfits like to do business that way. Sylvania 

doesn't 

Sylvania competes with other brands... not 

with its own distributors. It pays off —for Sylvania 
and Sylvania distributors. Today Sylvania is the 

fastest-growing name in the lighting business. We 

think our distributor setup has a lot to do with it. 


Just look what a difference it could make to you: 


76 


Sylvania distributors have a distinctly different 
competitive proposition. It’s not a carbon copy of 
the proposition offered by others. 
These are just a few of the many unique advantages 
of doing business with Sylvania. For information 
about price protection of inventories, product liabil- 
ity protection, Sylvania “firsts,” merchandising and 
sales backing, write to address on right-hand page. 
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...OR COMPETITOR? 
lamp brands you handle? 


Grow independently with 


aa 


iNI 
GENERAL TELEPHONE & ELECTRONICS 


Lighting Division, Sylvania Electric Products Inc., Dept. 62, 60 Boston Street. Salem, Mass. In Canada: Sylvania Electric (Canada) Ltd., Montreal 


SUBSIDIARY OF 
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NEW! “Side Arm” Driver by 


A $4.00 Value 


Only $98 


‘gt 









































converts 


from a “Regular” in 
toa‘T’’ Handle Screw 
Driver IN SECONDS! 


ALL THIS - 


changeable inter 


3 Genuine changeable 
No. 2 V4" 
* Phillips Regular 


Blade Blade 














Everyone has wanted a high torque ““T” handle screw 
driver . . . and VACO's “Side Arm” design now gives 


them the 'T”’ handle plus regular . . . in ONE unit. The ° 
FREE BONUS gives ‘em a complete fishing kit in addi- Handi Angler 


tion at no extra Cost FREE BONUS 
Plus 


. NATIONAL ADVERTISING IN: 
Popular Science and Popular Mechanics 
. POINT OF SALE AIDS: 
3-color streamers, display card, included with each 
standard carton 
. LOCAL ADVERTISING HELP: 
One column and 2 column ad mats available 





Lake advantage of VAC Os big push behind the Side 
Arm.” Order NOW! A regular $1.00 seller! 


Write for Catalog and Prices 











VACO PRODUCTS COMPANY, 317 E. Ontario St., Chicago 11, Illinois 


In Canada: Vaco-Lynn Products Co., Ltd., Montreal 1, Quebec 
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MORE MONEY FOR YOU... 


FROM NEW SALES POLICY ON G-E CHRISTMAS LAMPS 


Five cartons 
to a standard 
SEN ER ALG ELECTRIC package. 
CHRISTMAS LAMPS 
“e 


DISPLAY 
features 3 
bread and 
butter” types. 


YOUR CUSTOMERS WILL WANT 
NEW G-E SATIN-GLO, TOO! 


Sales-tested last Christmas, 
these new lamps are hot sellers! 














LOOK AT THESE ADVANTAGES: lower distributor 
net prices... 20% return privilege. . . 
protection against price decreases . . . 

prompt delivery from full-line General Electric 
lamp warehouses 


...and packaging that cuts 
your handling costs... 
speeds sales 


NEW G-E 100-LAMP SEALED-CARTONS (5 toa 
standard package) will cut your handling costs 
on broken package orders. Actually, these new 
cartons can handle 2 out of 3 broken package 
orders (based on a recent study of order sizes) 
.. bring you more profit... when your salesmen 
ask for 100-bulb orders. This can speed order 
filling, cut errors. And these cartons can help 
you pick up extra business . . . in supplementary 


orders for additional types and colors. 


PLUS NEW FACTORY-PACKED ASSORTMENTS 
of G-E Christmas lamps that can boost sales, save 
planning and ordering time. Stock is “sellout 
balanced”. Sizes to fit every volume store. And 


they handle fast! 


And new low prices... 
lowest since 
1950! 


COUNTER DISPLAY, 


cash in on newer types. 


They're beautiful . . . lustrous satin-like colors that become trans- 
lucent when lighted. And so attractive that one out of every three 


C7 lamps sold in test stores was Satin-glo. Available in 100-lamp 
self-displayer of 5-packs, assorted colors only. Miniature Lamp 


new 100 lamp 


self-displayer. 


Department, General Electric Co., Nela Park, Cleveland 12, Ohio. 


GENERAL @@ ELECTRIC 
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Index of Phelps Dodge 


Wires and Cables 

















Type 
Letter 


ACV 


UF 


Trade Name or 
Designation 


Armo-Lok 


Armo-Lok 


Portable 
Power 


Cable 


Flamestop Heat 
and 
Moisture Resistant 


Flamestop Heat- 


Resistant 


Heat Resistant 
Rubber Lead 


PD-X Nonmetallic- 
Sheathed Cable 


Perma-Dure 
Nonmetallic- 


UF-NMC Sheathed Cable 


THW 


TW 


TF 


Habirdure Thermo- 
plastic insulated 


Petro-Dure Thermo- 


plastic Insulated 
Nylon Jacketed 


Habirdure Machine 
Tool, Control, and 
Switchboard Wire 


Maximum 
Operating 
Temperature 


85 C (185 F) 


85 C (185 F) 
High Voltage 


75 C (167 F) 


Low Voltage 


85 C (185 F) 
High Voltage 


75 C (167 F) 


90 C (194 F) 


75 C (167 F) 


60 C (140 F) 


60 C (140 F) 


75 C (167 F) 


60 C (140 F) 


60 C (140 F) 


60 C (140 F) 


90C(194F)inair 
80C(176F)inoil 


Dry Locations 


General Purpose: Consult manufac- 
turer for specific applications 


Mining Machines, Dredges, Shovels, 
and similar portable applications 


Pennsylvania Dept. of Mines Flame 
Resistance Approval P-114. U. S. 
Bureau of Mines Listing P-114-BM. 


Dry and Wet Locations 


Dry Locations 


Wet Locations and other Special 
Conditions 


For Wiring Houses, Rural Buildings, 
Small Stores, and Shops. 


UF: Underground Feeder and Branch 
Circuit Cable for Direct Burial. 


NMC: For Interior Wiring in Moist or 
Corrosive Locations. 


Dry and Wet Locations 


Dry and Wet Locations 


Fixture Wire 


Moist locations and where exposed 
to mineral oil, liquid gasoline and 
gasoline vapor. 


Machine Tool, Control and Switch- 
board Wiring 
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Wires and Cables 


Wires and Cables 
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Type 
Letter 


TW 


Trade Name or 
Designation 


Habirdure (9T) 


Habirdure 
Appliance Wire 


Service Entrance 
Type SE — Style U 


Unarmored 


Service Drop 
Type SD 


Service Entrance 
Type USE 


Varnished Cloth 
Braided 


Varnished Cloth 
Lead 


Habirduct 
Habirprene 


Habirite 
Habirprene 


Hard Service Cord 


Junior Hard 
Service Cord 


All Rubber 
Parallel Cord 


Maximum 
Operating 
Temperature 


60 C as TW 
90 C as Appli- 
ance Wiring 


105 C (221 F) 
IN AIR 

80 C (176 F) 
IN OIL 


75 C (167 F) 


60 C (140 F) 


75 C (167 F) 


85 C (185 F) 


85 C (185 F) 


75 C (167 F) 
Low Voltage 


85 C (185 F) 


High Voltage 


60 C (140 F) 


60 C (140 F) 


60 C (140 F) 


USE 


NEC Type TW Bldg. Wire—60°C 
Appliance Wiring—90°C in air or 
60°C in water or oil 


Appliance Wiring 


Service Entrance or Combination 
Service Drop & Service Entrance 


Service Drop 


Underground Service Entrance, 
Direct Burial. 


Dry locations only. Smaller than 
No. 6 by special permission. 


Wet or Dry locations. Smaller than 
No. 6 by special permission. 


General Purpose for Direct Burial, 
Aerial, Conduit and Underground 
Duct Installations. 


Pendant or portable extra hard usage 
in damp locations;SO for oil resistance 


Pendant or portable hard usage in 
demp locations; SJO for oil resistance 


For use in pendant or portable ap- 
plications in damp locations not sub- 
ject to hard usage 





BUSINESS INDEX for FEBRUARY 1961° 





1954-100 =| | 


| | | 
NATIONAL SALES PICTURE: 


1954 =100 








Ns 












































SALES INVENTORY 


———(% Change)——— ———(% Change)——— 


From From From 


Jan. ‘61 Feb. ‘60 Jan. ‘61 


NATION 9 0 


NEW ENGLAND 
MIDDLE ATLANTIC 
EAST NORTH CENTRAL 


WEST NORTH CENTRAL 


SOUTH ATLANTIC 
EAST SOUTH CENTRAL 
WEST SOUTH CENTRAL 
MOUNTAIN 


PACIFIC 2 11 


**2 months 1961 froma 2 months 1960 
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ROYAL Portable Cords 


stand out time and time again as the fastest selling cord line in the 

business! They give dependable performance and satisfaction to your 

customers time after time after time. The BIG line, too — Royal 

portable cords are made in rubber, neoprene, thermoplastic. Fixture ELectTRic 

wires. Lamp cords. Machine tool wires. Thermo cables. Bell wires. +++ @m eesociote of 

Coaxial cables. And more. All packaged for easy handling in stock ROYAL ELECTRIC CORPORATION 
and on the job. They’re “made right . . . to be right on the job” for PAWTUCKET, RHODE ISLAND 
repeat sales, repeat SALES, REPEAT SALES! Call your Royal repre- aeilienatios 


sentative today. Royal Electric Company (Quebec) Ltd., Pointe Claire, Quebec 


SARE EAAAEELLELEL 


ALSOP’ 
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NEWS FOR THE 


INDUSTRY 





Californians receive “Academy Awards” of electrical distributing . . . 


West Coast Distributors Awarded ‘Eds’ 


NAED Western Region confers salesmen statuette awards for outstanding salesman- 
ship, management, and operation. 


se WILL replace Oscars 
and Emmies in the hearts of 
Far West electrical supplies 
industry people, if the enthusiasm 
shown recently at the Ist Annual 
Awards Banquet and Sales Rally is 
indicative. 

e Big Turnout—These Eds (initials 
for Electrical Distributor Salesmen) 
were awarded by the NAED Western 
Region as the highlight of the meeting 
which brought together nearly 1,000 
distributors, distributor salesmen, and 
manufacturers for a dinner meeting 
in Los Angeles to climax “Electrical 
Distributor Day of Southern Cali- 
fornia.” 

This first of a series of awards 
meetings to be held throughout the 
Western Region of NAED brought 
recognition to eight Southern Cali- 
fornians. Eds—statuettes depicting a 
man with a brief case—were presented 
to the following: 

e “Outstanding Achievement Sales- 
men Awards” — Glenn Aldridge, 
WESCO; Bill Borsberg, Gough In- 
dustries; E. J. Felix, California Whole- 
sale Supply Co.; Gene Mayer, Coast 
Wholesale Electric, Inc.; and C. E. 
Peters, Los Angeles Wholesale Elec- 
tric Co. 

e “Outstanding Achievement Manage- 
ment Awards” — H. H. Eastman, 
GESCO; Stanley M. Johns, Electric 
Corporation of California. 

e “Outstanding Achievement Operat- 
ing Award”—George LeGassick, In- 
dustrial Wholesale Electric Co. 

To select these outstanding members 
of the electrical distributing industry, 
the Western Region of NAED had 
asked for nomination by letter from 
an owner, officer or manager of an 
electrical supplies distributing house. 

Statements of accomplishment or 

performance showing outstanding 
achievement during the previous year, 
had to be supplied to the judges. 
e Buyers Decide—The winners were 
selected by a panel of customers of 
electrical distributors. A total of 30 
salesmen, 9 management and 11 oper- 
ating awards was set as the maximum 
to be given each year throughout the 
nine marketing areas comprising the 
Western Region of NAED. 

To dramatize the first Eds awards, 


84 
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DISTRIBUTORS’ DAY IN L.A. was underway, above, as NAED Western Region 
vice president Ken Rehwaldt, standing, confers with guest Art Hooper, NAED 


executive director. On front, this half of the head table, are the “Eds”, 


salesmen 


with briefcase statuettes presented at this Ist Annual Awards Banquet and Sales Rally. 


the Los Angeles group gave the event 
a Hollywood touch. Under the direc- 
tion of K. P. Rehwaldt, vice presi- 
dent, Western Region, NAED, and 
GESCO executive, March 27 became 
“Electrical Distributor Day of South- 
ern California.” 

e A Day to Remember — It be- 
gan with the populous’ Los 
Angeles Electric Club’s luncheon 
being swelled further with distributors 
and salesmen to participate in that 
organization’s designation of the day 
as belonging to the electrical supplies 
industry. 


Featured speaker of the meeting 


was Arthur W. Hooper, executive 
director of NAED, who climaxed the 
program with a special presentation to 
the club. 

During the afternoon of electrical 
distributor day, the program commit- 
tee had suggested “individual distrib- 
utor sales meetings with manufacturers 
and agents of their choice at distrib- 
utors’ places of business or as other- 
wise individually arranged.” During 
that period, Mr. Hooper met with 
distributors at the Rodger Young 
Auditorium. A no-host cocktail party 
brought the industry together prior to 
the awards banquet. 





Antitrust News: 





Six More Damage Suits Filed 


than $12 
million in triple damages from five 
manufacturers of large outdoor cir- 


WASHINGTON, D.C. The fed- 
government has filed six more 
damage suits in Philadelphia against 
11 electrical equipment manufactur- 
ers on charges of price-fixing. 
Government analysts are studying 
purchasing data to determine the pre- 
cise amount of damages the U.S. will 
claim it suffered as a result of the 
conspiracy, according to the Justice 
Department. On March 14 the gov- 
ernment filed its first such damage 


eral 


suit which claimed more 


cuit breakers. Attorney General 
Robert Kennedy has indicated that 
more damage suits may be in the 
works. 
e Suits—The current six suits in- 
volve purchases by government agen- 
cies of power switch gear assemblies, 
power transformers, turbine genera- 
Continued on page 87 
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2 out of 3 architects, contractors, distributors say: 


"THIS EMBLEM ON 4“ 


A FIXTURE BALLAST ¢ cerririen 
S TOP 
PERFORMANCE!” 


“It means 
savings in 
installation’ 


Among a nationwide sample of 
1200 architects, contractors and distributors 
2 out of 3 linked CBM with top performance. 


pecan teed And they’re right! For Certified CBM Ballasts must meet rigid standards for performance... 
as checked by independent ETL. And these CBM specifications also provide many practical 
benefits . . . including e longer ballast life « higher light output, and e up to 2500 hours longer 
lamp life than with non-certified ballasts. You get UL listing, too! So when you specify or 
install fluorescent lighting fixtures, it pays to insist on fixtures that have Certified CBM Bal- 
lasts. If you'd like to keep posted on ballast facts and news, ask us to send you CBM NEWS. 


Write CERTIFIED BALLAST MANUFACTURERS, 2116 Keith Bidg., Cleveland 15, Ohio. 


Participation in CBM is open to any manufacturer whe wishes te qualify 
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: ALCOA 


Why do your 
contractor customers 
prefer this conduit? 


ALUAAINUAMA 
CONOUIT 
are aes oe ner, 


See ERE nnerers aid 


ecause ol its many advantages 
over any other conduit 


Here’s the way Alcca® aluminum rigid conduit stacks 
up for your important customer, the contractor: 


WEIGHS LESS—only one-third as much as steel 

CUTS EASILY—and in less time 

BENDS READILY—and with nospringback 

COSTS LESS TO INSTALL—competitively priced 
aluminum conduit goes up easier, faster 

Lightweight Alcoa aluminum conduit makes things 

easy, too. It’s easy to unload, move in storage, and 


load. Most important, it’s easier than ever to sell! 

For more facts about Alcoa aluminum rigid con- 
duit, write to Rome Cable Division of Alcoa, Dept. 
17-51, Rome, New York. 


V aLcoa 
a. 





ROME CABLE 


Oo rvVist =e 
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Damage Suits .. . 
Continued from page 84 

tors, distribution transformers, low 
voltage distribution equipment and 
low voltage circuit breakers. In three 
of the cases the government sued in 
behalf of such agencies as the Army, 
Navy and Air Force, Veterans Ad- 
ministration, Atomic Energy Commis- 
sion, General Services Administration, 
the Government Printing Office, the 
National Advisory Committee for 
Acronautics, and the Departments of 
Defense, Commerce, Agriculture and 
Interior. The other three suits were 
filed jointly by the government and 
the Tennessee Valley Authority 
e Defendants—The General Electric 
Co. and Westinghouse Electric Corp 
were named as defendants in all six 
complaints. Allis-Chalmers Manufac- 
turing Co. was named a defendant in 
four suits and as an alleged co-con- 
spirator in another. I-T-E Circuit 
Breaker Co. was named in three suits 
Named as defendants in two suits and 
alleged co-conspirators in one were 
Federal Pacific Electric Co.. 
McGraw-Edison Co., Wagner Elec- 
tric Corp., and Moloney Electric Co 
Named as defendants in one suit each 
were: Cutler-Hammer Co.. Square D 
Co., and Kuhlman Electric Co 

Seven concerns were named as as 
serted co-consptrators but not defend 
ants. They are General Switch Co 
division of Norbute Corp., Murray 
Manufacturing Corp Wadsworth 
Electrical Manufacturing Co., Zinsco 
Electric Products Co., Carrier Corp., 
De Laval Steam Turbine Co., and 
Worthington Corp 

Each of the complaints asserted con- 
spiracies to fix prices and rig bids 
began at least as early as 1956 and 
caused heavy electrical equipment to 
be sold to government agencies or the 
I'VA at “high and artificial” prices 
In its March 14 suit, the government 
charged it had overpaid more than 
66% because of the conspiracy; no 
firm estimate of damages had been 
determined in these newest cases, 
however 

Both GE and Westinghouse have 
indicated in the past that they are 
willing to settle any claims from pur- 
chasers of the equipment who can 
show they were overcharged. GE 
has stated it doesn’t believe any gov- 
ernmental unit was overcharged on 
the equipment involved in the anti- 
trust suits 





BULLETIN 
OLYMPIA, Wash.—The State of 
Washington will bring a “multi-million 
dollar” damage suit against electrical 
equipment manufacturers recently sen- 
tenced for price-fixing, according to 
the state’s Atty. Gen. 
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the fastest label 





from coast-to-coast 





Whenever you order any one of Keystone’s quality wiring 
installation products . . . you can be sure of seeing it on 
your doorstep . . . fast! Complete stocks of Wireways, 
Fittings, Boxes, Cabinets and Enclosures are 

ready and waiting at Keystone warehouses from 
coast-to-coast to make sure 

there’s no delay from order 

to delivery. You can always 

depend on the welcome 

sight of prompt Keystone 


service ... wherever you are. NEMA 12 Cabinets 


Switch Pushbutton 
Boxes Enclosures 


MANUFACTURING COMPANY 
DIVISION OF INDUSTRIAL CORPORATION 
23329 Sherwood Ave. ° Warren, Michigan 








BUY | CAPITOL CIRCUIT 


e With the underlying strategy of determining where corporate 
responsibility lies in the recent price fixing conspiracy in the elec- 
trical equipment industry, the Senate Antitrust and Monopoly Sub- 


committee, under the chairmanship of Sen. Estes Kefauver (D-Tenn.) 


called 11 witnesses last month during the first two days of public 
hearings. Generally, the initial witnesses were below the level of 
the executives who were fined and given jail sentences last February 


in Philadelphia Federal Court. However, Sen. Kefauver has been 
intent upon calling these officials for testimony; then executives who 
were their bosses (such as group or division vice presidents), and 
finally—highest officials of the companies. 


Kefauver’s purpose behind the hearings is clearly evident. “As a 
result of our hearings, we hope enough new information will be un- 
covered so that the subcommittee can decide in what manner to 
strengthen the antitrust laws to prevent such shocking conspiracies 
from ever occurring again,” Kefauver said. As the Tennessee senator 
announced the list of witnesses, he elaborated on what he hoped to 
uncover during the hearings. “We want to know what pressures were 
put on executives of these companies to violate the antitrust laws. 
We want to know if violation of the antitrust laws was, in fact, con- 
doned by the companies. We want to know the present attitude of 
company officials toward the antitrust laws. We want to know if the 
conspiracies went higher up in the corporate hierarchy than the in- 
dividuals indicated by the (Philadelphia) grand jury.” 





The 11 witnesses called to appear before the subcommittee were: 


John C. Fink, manager, Distribution Apparatus Dept., Westinghouse 
Electric Corp., Bloomington, Ind.; Alva Alexander Johnson, manager 
of Westinghouse’s Assembled Switchgear and Devices Dept., East 
Pittsburgh; Donald Ray Jenkins, Medium Turbine Sales manager of 
Westinghouse, Lester, Pa.; P. L. Fetger, assistant to Steam Div. sales 


manager of Westinghouse, Lester; R. J. Bunch, manager of Con- 

No Sales thru OEM! denser and Ejector Sales, Ingersoll-Rand Co., New York; B. R. 

Sellers, manager of turbine sales, Elliott Co. Division of Carrier 

@ Armstrong competitively Corp., Jeannette, Pa.; C. A. Lilly, gen. mgr., Large Steam Turbine 

priced thermostats cost you Dept., General Electric Co., Schenectady, N.Y.; John Peters, special- 

as little as $4.95 each. ist, pricing and control policy, GE, Schenectady; Paul Hartig, formerly 

, with GE, now vice president of Yale & Towne, Philadelphia; L. B. 

s Ruggedly built, dependable Gezon, manager of the marketing section of GE’s pte Voltage 

quality — GUARANTEED Switchgear Dept., Philadelphia; and George R. Fink, GE, Philadel- 
FEWER DEFECTIVES THAN phia. 


teal nag YOU'VE EVER Although the Subcommittee did not identify them as such, the 
DLED! initial witnesses presumably all testified before the federal grand 
18-month free replacement juries in Philadelphia that handed down indictments against the 
guarantee; 25-year factory electrical equipment industry. 


warranty. Kefauver has said he hoped to obtain documents presented to the 
Buy direct from factory— | grand juries and a list of witnesses who testified. But the subcom- 
no OEM competition—no mittee is waiting to get this information for current action before 
back-door selling! Judge J. Cullen Ganey in which several public buyers of equipment 
included in the indictments are attempting to obtain the same in- 

Write Today for Free Sample & Prices | formation. If Judge Ganey allows the release (undecided at press 
} ; time) of this now-secret data, Kefauver will attempt to get it too, 

€S Pioneer in and will use it in later hearings. Transcripts of testimony before the 





electric heat Grand Juries will probably remain secret, under rule of Federal 
controls Court procedure. 


C.E. ARMSTRONG CO. Reiterating the purpose of the hearings, Kefauver said, “It is the 
purpose of the subcommittee to find out how these violations by some 
of our wealthiest and most respected corporations could occur and 
how the consumer can be protected from their reoccurrence.” 


2201 N.W. Thurman ‘ Portland, Oregon 
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Only BURNDY offers alt mnree! 


THERMOWELD — COMPRESSION — BOLTED 


Weld anywhere Pour powder into Close cover, ig- Welds a perma- 
with lightweight mold, tap. Start- nite with flint nent electrical 
THERMOWELD ing powder won’ gun. THERMO- connection eas- 
Self-contained, mix with weldinc WELD forms ily and economi- 
needs no exter- powder, assures liquid copper cally to any cop- 
nal source of positive firing which fuses con- per conductor or 

ductors into 


steel structure 
solid mass 


AVAILABLE AT YOUR BURNDY DISTRIBUTOR 


NORWALK, CONNECT. BS8!ICC-BURNDY Ltd. Prescot, Lancs., England itn Europe: Malines, Belgium TORONTO, CANADA 





THRUSTPOWER 


FOR SUPER POWER > 
FOR- — 
INDOOR BARBECUES 


= 1 


* - 


For every hard-to-ventilate kitchen problem ... and particularly for indoor 
barbecues . . . Trade-Wind’s new high capacity ventilating system is the emphatic 
answer. For style... for efficiency ... and for the striking new pewter finish, 

the THRUSTPOWER’S got it! 

Power-packed underhood ventilating unit driven by a 5 HP motor with variable 
speed control, enclosed lights and 4 filters plus an extensive range of lengths of hoods 
for wall, pass-through, island and peninsula installations in two 


harmonizing finishes— pewter and antique copper. 
’ r . . - © e \ 
Here’s vour answer for bringing outdoor living indoors. Write for complete information. \, 


a Va 7 , 
; Frade Pieaed wwrsvon OF ROBBINS & MYERS, INC. 7755 Paramount Place, Pico Rivera, Calif. Dept. EW 
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Letters... 


monopolistic powers and actions of 


with FURNAS FIRSTS 


Big Labor, which most certainly are 
used to exploit the public and _ busi- 
nessmen, particularly small — busi- 
nessmen. In the second place, some 
companies are clearly in danger of 
running afoul of the antitrust laws no 
matter what they do (where is the 
justice here?). Thirdly, the laws, in 
many respects, are so labyrinthine 
that judges admit they do not know 
exactly what constitutes a violation 
in any and all instances. Finally 
(and this can be construed as a nega- 
tion of free enterprise), an enter- 
prise can start from scratch tomorrow, 
produce a product superior to any 
on the market, persuade the public 
to buy its product through smarter 
marketing, outsell its competitors to 
the point where it becomes a monop- 
oly—and thereby violate the anti- 
trust laws. The existence of such 
market power (more than 60° of 
capacity) is illegal, even when it is 
acquired by normal and noncoercive 
procedures of growth. If Messrs 
Baron or Stahlman or others care to 
challenge or add to the preceding, 
we'd be pleased to open up our pages 
to a two-way discussion on antitrust 

We would also advise them—and 
the rest of the industry—to watch 
carefully what is taking place in the 
marketplace for some of the products 
involved in the electrical antitrust 
suits. The government has achieved 
what it apparently set out to achieve 

cut-throat pricing. It is possible 
that some of the smaller and less-well- 
financed companies may be driven 
from the market or out of business 
because they will be unable to com- 
pete. Then, like the ten little Indians, 
there may only be three, two or one 
—and perhaps the government will 
move in again under another section 
of the law and prosecute anew. 

The opportunity to enter into bus- 
iness should not be denied anyone so 
aspiring. But success in this respect 
is more a matter of individual initia- 
tive, energy, intelligence and persever- 
ance than it is a guarantee furnished 
by the antitrust laws. In fact, it can 
be argued that government regulation 
and taxation are major deterrents to 
forming new businesses. 

Probably Messrs. Baron and Stahl- 
man won’t agree, but this writer be- 
lieves the antitrust laws—in the light 
of today’s economic and political re- 
alities—have unfair and screwball as- 
pects. However, like most law-abiding 
citizens, he will obey them and advise 
all others to do so (except, perhaps, 
those who unfortunately are in jeop- 
ardy no matter what they do). 

GEORGE GANZENMULLER 
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FURNAS 
ELECTRIC 


Tavis MLUMON 


For many years Furnas Electric has pioneered development 
of outstanding magnetic control features that are now used 
extensively throughout the motor control industry. Among 


“Furnas Firsts” are the outstanding features listed below. 


Tk ¥ ERE ha! 


Non-adjustable trip features assure tamper-proof 


ENCAI \T Ts L greater heat dissipation, 


and greater mechanical strength. 110-220 or 220-440 volts, 


IN-BETWEEN ES- provide wider selection of controls to match your 


motor requirements, effecting savings in cost and space, 


W HLETS—offer easy means for adding auxiliary cir- 


cuits to the starter at any time. 


PRESSURE E TED MAGNET TARTERS—a single unit offering 
pilot control for pneumatic and hydraulic systems, eliminating unneces 


sary wiring and piping. 


Write today for full information 1069 McKee Street, Batavia, Illinois 


FURNAS 


ELECTRIC COMPANY : Batavia, Illinois 


SALES REPRESENTATIVES IN ALL PRINCIPAL CITIES 





-XTRA 


VALUE 
FASTENE 


LALLY ding 


RS 


HOLLOW WALL 


’ 
Lik 
cca 


* 
SAAMAAS ES ERR DORR ERER EEE DEEPER ESS 


KEYSTONE® 
EXPANSION SHIELDS 


SF 


Exclusive wutstep 
Prevents 
Nut Pullout. 


@) 


LAG SCREW ‘SHIELDS 


oP 


S Exclusive 4-Directional 
Expansion Fits 
Irregular Holes. 


DIAMOND 
SPRING 
TOGGLE 
BOLTS 


*Patented Feature: 
Wings Form Truss; 
Don't Bear on Bolt. 





ANCHORS 


*5 TIMES 
GREATER 


THREAD AREA... 


DHD® HAMMER 
DRIVE ANCHORS 


*Exclusive Internal 
Ribs Provide 
Maximum Expansion. 


Red Séal® 
CALKING ANCHORS 


Lae 


*Exclusive Red Fibre 
Disc Keeps Dirt 
Out of Threads. 


PLUS 
More Than 
500 Other Items 
With “Built-In” 
Extras 
PLUS 
Exclusive Pole Line 
Hardware 


FREE SAMPLES 


a 
-DIAMOND 


Fasteners With 


Extra Value 








Finance: 


Closing the Credit Gap 


SBA and SBIC's are providing a solution to the small 


business "credit problem." 


hen it’s capital you're after, it 

is better to be big than little, 

old than young, rich than poor 
—and you improve your chances 
enormously by asking for short-term 
money rather than equity capital or 
long-term loans. At least, these are 
the conclusions drawn from a recent 
Federal Reserve survey, in which 
3,000 manufacturers were asked 
about their successes and failures in 
securing outside funds. 

Why do small firms have such a 
tough time in the money marts? And 
why do they find long-term money 
especially elusive? Are financing prob- 
lems sapping small business’ vitality? 
And what can be done to ease the 
situation? These are some of the 
questions now confronting John E. 
Horne, the new Administrator of the 
Small Business Administration (SBA), 
and the ones that will be explored in 
this report. 


What is a “Small Business’’? 


But what is a “small business”? 
And what is a “large business’? 
Where and on what grounds can a 
line be drawn between them? 
Posing such questions in Washing- 
ton leads to frustration and confusion, 
to a genuine instance of the answers 
changing while the questions remain 
the same. The Department of Com- 
merce has one definition of “small 
business,” the Federal Reserve quite 
another. The SBA is currently using 
three separate sets of criteria. And 
not long ago, a single session of Con- 
gress came up with four different defi- 
nitions while passing only three pieces 
of help-small-business legislation. 
e Definition — So what is a “small 
business”? With so many answers 
to pick from, it’s almost like 
paying your money and taking your 
choice. But from out of the welter. 
there has emerged one standard that 
is gradually gaining majority approv- 
al. According to it, corporations are 
small if they are independently 
owned, non-dominant in their field of 
operation and their stocks are neither 
listed on a public securities exchange 
nor regularly traded over the coun- 
ter. Unincorporated enterprises are 
small if their total assets are under 
$5 million. 


This definition, which was set down 
by the SBA as a guide for Small Busi- 
ness Investment Companies, brands a 
business small when it lacks access to 
national capital markets, which means 
it cannot use the facilities of the 18 
national security exchanges and has 
a hard time selling stocks or bonds 
It is this problem, one facing more 
than 95% of all U.S. firms, that 
separates small firms from large ones. 
Small companies must rely on local 
rather than national sources of capi- 
tal. And in local markets individual 
investors — not competition — some- 
times set both the cost and availability 
of funds. 


Pulse Strong 


According to popular theory, small 
outfits are fast losing out to their 
more formidable rivals. But this is 
an exaggeration. There are two good 
reasons for saying so. First, concen- 
tration ratios, which show how much 
of an industry’s total output is ac- 
counted for by its leading producers, 
indicate that the post-war sales of 
small concerns have held up quite 
well—both absolutely and relatively 

Second, some 1.5 million new firms 
have been added to the business popu- 
lation since the end of World War II 
Not all these fledgling firms are small, 
of course, but so very many are that 
they serve as revealing gauges of 
small business vigor. One thing they 
reveal is a rapid growth in the number 
of small businesses. Another is a 
prodigious rise in the quantity of 
equity capital available for small busi- 
ness use. Combining population and 
other data, we estimate that the post- 
war increase in small firms took about 
$13.5 billion in initial equity capital. 
And although this does not include 
the outside capital raised by establish- 
ed small firms, it is more than large 
businesses generated through the pub- 
lic markets. 

Small business loans are likewise 
spiraling. Among manufacturing con- 
cerns, long-term loans to small firms 
have jumped about 350 % since 1946 
Over the same years, long-term loans 
to all firms advanced only 275%. 
e The Credit Gap — Financine 
woes have not annihilated small busi- 
ness. They haven’t even whittled its 
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In 1858, the first Atlantic 
Cables were insulated with 
Bishop Gutta Percha. 


—-- — 


Today, Bishop answers industry's 


critical demands... from the tropics to polar regions. 


This is the world of BISHOP ELECTRICAL INSULATION 


114 years of continuous development and service has established Bishop as a leading producer in the electrical 


insulation field. Bishop’s high standard is maintained in a comprehensive line of plastic and synthetic rub- 


ber tapes, epoxy compounds for cable splicing and special compounds for cable repair. 


Bi-Seal Self Bonding 
Electrical Tape 


Exclusive Bishop polyethiene base tape 
is unexcelled for all-weather application 
in communication and power distribution 
wire and cabie splicing. Available in 
Yo”, %”, 1”, 1%”, 2”, widths. 


Superior corona and ozone resistance 
Fuses into solid mass 

Moisture, corrosion and chemical resistant 
High dielectric strength 

Superior aging and weathering 

Long storage life 


Write for catalog or specific data. 


Manufacturing Corporation, Cedar 
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Other Bishop Tapes 


No. 85 All-Climate 
Vinyl Electrical Tape 


©. 30 High Voltage 
Splicing Tape 


0. 125 Electrical (Buty 
Filler Tape 


NEOFIL (Neoprene 
Electrical Filler Tape 


BI-PRENE (Neoprene) 
Electrical Jacketing Tape 


VINYL ELECTRICAL TAPE 
No. 1 (.00 and No. 2 (.010 


RUBBER TAPE 


“a 


Grove, Essex County, N.J. 





+ 


OZONE RESISTANCE 


BRED FOR STAMINA 


MOST NEOPRENE 
THE BIG PLUS 


PORTABLE ELECTRICAL CORDS AND CABLES 


On top of all of the features you have ever asked for in 


a portable electrical cord or cable you get the most 


Neoprene 


n Bronco 66 Certified. This is your assuran 


that you will receive all the protection and service life 


a Neoprene jacket is capable of providing. Furthermore, 


you know what you are getting; 


a Registered Professional 


Engineer stakes his integrity and reputation on the 
y 


3ronco 66 jacket by certifying - 


+ FEAME RESISTAMEE 


+ WAT 


PRESISTANCE 


you'll find a registered 
certification on each and 
every carton and reel —that 
it contains not less than 
67.32% Neoprene. You 
will also find the figures 
molded* into the jacket at 
exact two-foot intervals 
“BRONCO 66 CERTIFIED 
— 67.32% NEOPRENE 
...Why accept less? 


*U.S. PATENT 2867 


+ ABRASION RESISTANCE 
The plus-value 67.32 
Bronco 66 jacket Is 
found on a complete line 
of portable electrical 
cords and cables—Types 
SO, W, G, Control, 
Welding, PG & PCG, 
W-P&R, and High Voltage 
3KV & 5KV Types W, 

G, and SH. 


Bronco Wires and Cables are sold through Electrical 
Wholesale Distributors and are manufactured by 


WESTERN INSULATED WIRE COMPANY 


LOS ANGELES §& 


CALIFORNIA 





ling. As the 





relative size. And, surprisingly enough, 
the Federal Reserve survey indicates 
that many small firms do not need 
outside funds at all. Nonetheless, there 
is a small business “credit problem.” 
That is, when small firms venture into 
the market for funds they find that 
they are too little to shop for capital 
on the national security exchanges 

a problem their larger brethren never 
face. 

But small businessmen sell 
and individuals. They 
row from banks, insurance companies, 
factors and commercial finance com- 
panies. And they wheedle a good deal 
of credit from their customers and 
suppliers. Do not these sources more 
than make up for their troubles in the 
big public markets? The answer: al- 


stocks 


bonds to bor- 


most, but not quite. 


The reason takes a bit of explain 
Federal Reserve survey 
firms find long-term 


shows, small 


| funds especially scarce. (Of the small- 


surveyed, almost 90% 
wanting equity capital and more than 
65% wanting long-term loans 
their needs were unfilled; only about 
30% needing short-term money were 
similarly dissatisfied.) And 
dividual investors provide one of the 
biggest pools of long-term loans and 
equity capital,. this state of affairs 
comes as no surprise. Just consider 
the plight of the small businessman 
who goes after capital from anyone 
other than friends or relatives. He en- 
counters all kinds of 
Quite naturally, most of us hesitate, 
and more than just a little, before 
putting our money into ventures we 
know nothing about—and we know 
little or nothing about most small 
businesses. Reams of information on 
the prospects of large firms are avail- 
able from brokerage houses and the 
press, but there is scarcely a shred on 
small concerns. The lack of informa- 
tion narrows the market. Private in- 
vestors seldom contribute capital to 
small firms outside their own 
the reason being they typically 
they do not “know” the proprietors 
At the same time, small business- 
men rarely know much about pro- 
spective investors. Large firms attract 
them through organized markets. But 
small firms must resort to a 
of individuals. And this, as 
who has ever sold from door to door 
can forthrightly attest, is enormously 
expensive—in both time and money 
Moreover, many such campaigns fail 
outright, often because the small firm 
does not have the resources to endure 
until its quarry is brought to bay. 
Let the ignorance barrier be 
breached, and wealthy people may 
still prefer a large business invest- 
ment even though one in small busi- 
ness promises an equal return before 


est concerns 


said 


since 1n- 


, 
obstacles. 


loca les, 


feel 


Canvass 


anyone 
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} HH) HW) A 
TWO HANDS ” ‘ 


With BRIEGEL 
Indenter Tools and Fittings 


There are but few products with which you can do a better 
job in less time at lower cost. 


Used together, Original B-M Indenter Fittings and Tools will do 
just this and increase your profits from each installation. 


WN. ewi2! 1B 


in) 


Red Throat 
BM- sa 
Y%" Con 


_BM- 228 
BM-41 


Ya" Coupling 
BM-42 
%" Coupling 
BM-43 
%" Offset Connector 1” Coupling 


ALL BRIEGEL FITTINGS ARE U.L. 
APPROVED AS CONCRETE-TIGHT 


/ : 
GALVA, ILLINOIS aC 
BM ji) 
All B-M indenter type fittings far exceed the requirements of sv") a i] | 
U. L. file card E 10863 and Federal Specifications W-F-406. STE | 
, 1 | 


Hi, 


USED SRE MOST FROM COAST TO COs 
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SEEING 15 
BELIEVING 


Your customer sees exactly what he’s getting 
No opening of carton to check contents .. . 


Do you believe in ‘Wet Paint” signs? Lots of people don’t. They 
would rather have blue finger tips than go through life wondering 
whether that sign meant business. And they would rather open a 
carton and look inside than to trust its label. Perhaps there is nothing 
you can do about the fingerprints in the fresh paint, but you can save 
your counterman’s time, and satisfy your customer’s curiosity, by 
stocking and selling tapping screws in window cartons. 

That’s right, Porcelain Products Company now offers a full range 
of sizes of plated, pan head, tapping screws (sheet metal screws) 
packed in 100’s in attractive cartons with Mylar* windows. The 
customer always sees what he’s getting. And what he’s getting is 
what he wants: a pointed, self-tapping screw for use in wood or metal, 
a plated screw to resist rust, and a screw with a wide, flat “pan” 
head that generally requires no washer. 

By ordering tapping screws along with other Porcelain Products 
items, you can order as many, or as few, as you want in standard 
package quantities and not have to pay freight. Just so the total 
order exceeds 200 pounds. Remember you save three ways—(1) by 
reducing paper work, (2) by eliminating inbound freight charges, 
and (3) by having the merchandise on hand when you need it—when 
you combine your requirements on one purchase order. Write today 
for prices on tapping screws and for a complete catalog. 


* Dupont trademark Reg. U.S. Pat. Office 





PORCELAIN PRODUCTS COMPANY 


CAREY, OHIO, U.S.A. 





taxes. Small business stocks and bonds 
are hard to sell and highly risky, and 
our tax laws are harsh indeed on 
such investments. The U.S. Tax 
Court’s doctrine of the “thin corpora- 
tion,” for example, puts a cloud over 
the legal status of loans a shareholder 
makes to a closely held corporation. 
In some cases, it has been ruled that 
these loans aren’t really loans at all, 
and, instead of being tax free, repay- 
ments are taxed at ordinary income 
rates. An investor who channels his 
savings into a large, publicly owned 
company does not run the same risk. 

Furthermore, bankers, despite the 
best intentions in the world, appear to 
squeeze their small customers tighter 
than large ones during periods of 
credit stringency. And as for insur- 
ance companies, their inherent con- 


| servatism, plus the legal restrictions of 


some states, discharge their lending 


| to small firms on anything other than 


the ironclad security of real estate. 
The crux of the matter is that large 

firms can do things small firms can- 

not. Sizeable firms of good profit ex- 


| pectations can tap the public markets 
| and are seldom stymied by lack of 
| funds. If they pay the going price for 
| loans or accept what the market is 
offering for their equity shares, funds 


are available. But small firms must 
raise capital locally and are tsome- 


| times hobbled because they cannot 


borrow reasonable 
price. 

This combination of factors adds 
up to the small business “credit gap.” 
e Closing the Gap — Confronted 
with the necessity of shoring up the 
nation’s facilities for financing small 
firms, the federal government has 
inaugurated two separate programs. 
One is the direct loan program of 
the SBA, the other a system of Small 
Business Investment Companies. 

Both programs are designed as a 
plug in the credit gap, and both 
operate under the aegis of the SBA. 
At this point, however, the resem- 
blances end, and the differences be- 
gin. Under the SBA set up, for 
example, aid must take the form of a 
loan; when it comes from an SBIC, 
it can be either a loan or equity 
capital. The two also differ because in 
the first the SBA itself decides which 
firms receive funds, while in the sec- 
ond the decisions are made by private 
investors. Let us look briefly at the 
effects and prospects of both these 
plans. 


money at any 


SBA Loans 


Established as a temporary Federal 
agency in 1953 and given permanent 
status in late 1958, the SBA lends 
either with or without the participation 

Continued on page 100 
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XeroX* Copyflo* Continuous Printer witli panels removed show pact wiring installation possible with Anaconda Type DSI 


TURN TIGHT CORNERS EASILY WITH ANACONDA 
TYPE DSL EXTRA FLEXIBLE WIRING CONDUIT 


The compactness of modern design calls for Anaconda ype DSL extra 
Hexible wiring conduit made espec ially for jobs whe re small be nds are 
required. For example, look at the interior of the XeroX Copyflo con 
tinuous printer shown above—a great deal of wiring, enclosed in DS] 
was snaked around in relatively tight quarters. 

Anaconda Type DSL is high-quality conduit made of galvanized steel 
without packing, for more flexibility. It comes in a full range of sizes 
4,” 1.D through }.” 1. D.—in convenient standard length coils. Be ready 
to supply Type DSL when customers ask for conduit to turn tight corners 
Contact your Anaconda Metal Hose representative, or write (Anaconda 


Metal Hose, P.O. Box 791, Waterbury 20, Connecticut 


TYPE DSL 


extra flexible wiring conduit 


Cross section of Anaconda Type DSL con- e 
duit. Made from galvanized steel, without ANACON DA 
an product 


packing; extra flexible construction, 





3 


U.L. SOLID ONE PIECE - CONCRETE TIGHT 
— E.M.T. 


SET 
SCREW 


INDENTER 
TYPE 








Why settle for ordinary 
couplings & connectors when 
ETP gives you all these EXTRAS: 


@ Sparkling corrosion-resistent zinc 
chromate overplating for 
lasting performance. 


One piece tubular steel — cannot 
open or spread 
Concrete tight. Far surpasses ULL. File 
Card E 24788. 
Exclusive pre-set, deep-slotted staked 
heavy duty locknuts 

@ Special formula soft steel for 
easiest indenting. 

@ Competitively priced! Boxed every 
size from 2” to 2”. 


CONNECT WITH @ FOR ECONOMY 


Electrical Tubular Products, Inc. 
74-16 GRAND AVENUE, MASPETH, (N.Y.C.) NLY 
DEfender 5-8000 





THESE two RAMAC 305 computers cut time lag between sales and actual production. 


Computer Speeds Flow of Sales, Orders 


Square D Co. employs computers to cut time lag in orders. 


BIG complaint among many dis- 

tributors, that “we don’t get our 

orders on time,” is being an- 
swered by Square D Co. with the use 
of two RAMAC 305 computers. Ac- 
cording to the company, the elec- 
tronic machines will permit fast han- 
dling of nationwide sales information 
and cut the time lag between sales 
and actual factory production from 
more than eight weeks to less than 
one week. 

The time lag is expected to be re- 
duced further when two more com- 
puters are put in use, according to 
Paul Christenson, manager of the 
company’s Industrial Controller Div. 

“What we are doing is making the 
actual customer order the starting 
button for the whole factory,” Christ- 
enson said. “Our system is designed 
to give the customer benefits of cus- 
tom manufacturing, yet still allow us 
to mass-produce.” 

Customers of the firm will see the 

effects of the computers in greatly in- 
creased service, and the company said 
it would be unable to keep pace with 
present business volume without the 
machines. 
e Speed—Speed in getting, process- 
ing, and retrieving business informa- 
tion is the key to Square D’s use of 
the computers. The Industrial Con- 
troller Div., where the electronic de- 
vices are being used, supplies 12 ware- 
houses and each warehouse serves 
four to 12 branch sales offices. 

At the time the company decided 
to use the computers, according to a 
company spokesman, business had 
grown 13 times greater since punched 
card tabulating equipment first was 
used in 1943. It was, therefore, nec- 
essary to invoke major operating 
changes. 


WAREHOUSE stock replenishment is a 
major area of improvement due to com- 
puter program. 


e Stock Replenishment — Although 
the new information system has inte- 
grated sales and production, ware- 
house stock replenishment is a major 
area of improvement. Most large 
companies have warehouse replenish- 
ment systems, but the computer pro- 
gram reportedly does the job so 
quickly that production can be tai- 
lored to sales. Replenishment is done 
on a weekly basis, and the warehouse 
doesn’t have to do anything more 
than open the shipments when they 
arrive. 

Four days after a Baltimore cus- 
tomer places his order, the Milwaukee 
plant is ready to manufacture enough 
items to replenish Milwaukee’s own 
stock and the Philadelphia warehouse 

—the same which used to take six to 
eight weeks, according to a company 
spokesman. 

When the bill of materials deck was 
compiled, two statistical changes were 
made in the computer memory: 2,000 
starters were added to the Milwaukee 
on-order balance, and quantity for 
each component part was extended by 
2,000 assemblies. After 2,000 starters 
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Slater proves again...QUALITY COSTS NO MORE! 


HI-LUX COMPONENTS 
A Silicon Control Rectifier 
B Switch & Potentiometer 
C Resistor 


D Silicon Rectifier 





E Condenser 
F Resistor 


G Condenser 


HI-LUX ROTARY DIMMER 
RATING: 500 WATTS 


FOR INCANDESCENT LOADS ONLY 


BIG PROFITS COME IN THIS SMALL PACKAGE 


The Slater HI-LUX Rotary Dimmer gives you 
bigger profits with every installation—the 
reason is simple. HI-LUX is the only elec- 
tronic dimmer made...needs no bulky trans- 
formers or rheostats. Its compact size means 
you can install HI-LUX in any standard 
switch box using standard wiring...only 2 
connections are required. Because HI-LUX 
installs so easily you'll save on labor and 
pocket bigger profits on every job. 


HI-LUX Rotary Dimmers are available with 


—£ later 


ELECTRIC inc. 


SEA CLIFF AVENUE, GLEN COVE, NEW YORK 


WADA: E & H SALE REG °-9 5 Jeanne Mance St. * Montreal 12, P.Q 
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standard mounting (illustrated) or inter- 
changeable mounting for use in 3 or 4-way 
circuits. For additional information and 
prices write today... 


NOW AVAILABLE! THE NEW 64 page 
Slater READY REFERENCE CATALOG 
for Architects, Engineers and 
Contractors. 

Lists over 600 lifetime wiring devices 
including the HI-LO dimswitch for 2- 
stage lighting and the revolutionary 
HI-LUX rotary dimmer. 


Slater Electric Inc. 
Dept. DE, 
Glen Cove, New York 
Gentlemen: [1] Please send me more information 
and prices on the HI-LUX Rotary Dimmer. 
(J The Ready Reference Catalog. 





SHAWMUT 


all new 





ONE-TIME 
FUSE 


The only AC rated One-Time fuse. 
Operates up to 38% cooler in switches 
and enclosures. 

Gives up to 700% more Time Delay 
than ordinary One-Times. 

Meets all Federal specifications. 
Exceeds all industry standards. 

Carries U.L. Label. 

Provides predictable performance. 
Available in a complete range of ratings 
— from 0 — 600 Amps. 


ANOTHER SHAWMUT “FIRST” 


This all-new, silver-plated, One-Time fuse is the 
biggest advance in One-Times since 1900. It has 
a “high efficiency link’’ and pays for itself in 
power savings alone. A current limiter, it gives 
the kind of positive protection that modern 
circuits demand. Until you use Shawmut’s All- 
New, silver-plated One-Time, you'll never know 
how good a One-Time fuse can be. Send for 
Bulletin O-T 601 today. 


> 


tHe CHASE-SHAWMUT co. 


374 MERRIMAC STREET + NEWBURYPORT, MASSACHUSETTS 
SUBSIDIARY OF 1-T-£ CIRCUIT BREAKER CO. 


THE 
ONLY 
AC 
RATED 
ONE-TIME 
FUSE 





have been manufactured, another 
card is keypunched and fed into 
RAMAC; this transfers all the above 
amounts from on-order to on-hand 
totals. 

e List—Every week RAMAC prints 
out a warehouse replenishment ship- 
ping list. To do this, RAMAC checks 
every finished product for quantity 
due each warehouse . . . the on-order 
balance. When a warehouse is located 
which needs more stock, and there 
are sufficient items on hand in Mil- 
waukee stock, RAMAC prints out the 
warehouse location, product descrip- 
tion, and quantity due. 

(If the quantity needed by a ware- 
house is less than one-tenth of the 
minimum allowable stock on hand, no 
replenishment is made. The amount 
needed is added to the quantity al- 
ready due the warehouse from other 
orders, preventing uneconomical ship- 
ping. Small replenishment orders are 
lumped into one larger order.) 

Two copies of the warehouse re- 

plenishment printout are sent to the 
shipping department. As the stock 
man fills the order, he checks off di- 
rectly on the first copy; when the 
order is packed and ready for ship- 
ment, the packer checks off on the 
second copy. In this way, the actual 
printout is utilized as a shipping and 
packing form. 
e Faster Computers—Utilizing com- 
puter speed, Square D’s Industrial 
Controller Div. keeps production only 
one week behind actual sales; eventu- 
ally, the company hopes to make sales 
and production curves match exactly 
by using faster computers with larger 
memories. 

Warehouse replenishment on this 
basis has allowed Square D to level 
off inventories at lower quantities 





Credit Gap... 
Continued from page 96 

of private lenders. In either case, 
$350,000 is the maximum amount ad- 
vanced to any one borrower, and 
5.5% is the maximum interest charg- 
ed, which is a bargain compared with 
the rates recently asked by banks for 
intermediate maturity loans to small 
firms. 

To qualify for these loans, appli- 
cants must meet several legal require- 
ments, They must be “small business- 
es,” convince the SBA they can make 
repayment and be unable to obtain 
the loan elsewhere. 

How is the program shaping up? 
There are two unmistakable conclu- 
sions. One, it has served only a small 
number of borrowers. During its 7 
years of activity, the SBA has made 
only 16,000 loans. This is piddling 
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QUALITY...not PRICE is your competitive edge! 


Anyone can sell a little bit easier at a little bit less. But, everyone is 
short-changed. The contractor loses time, which is money, when journey- 
men must take extra time making fittings fit and cutting off bends that 
won’t come out right. And, wasted material is wasted money, too 


You lose an honest profit and must face unhappy customers 


Quality electrical products pay off in time and money. They offer 
features you can see, features you can sell. Electrical raceways for example 
There is no substitute for quality—no substitute for Republic ELECTRUNITE 
E. M.T.— best known, best accepted brand in the business 

Electrical contractors know the big difference in ELECTRUNITE is in its 
cost-saving features ... Ductitirry for easier bending. “INCH-Marks’” for 
easier measuring. ““Gu1pE-LINEs” for accurate bending. ““INsmIpE-KNURLING” 
with SILVERSLICK surface that makes wire pulling up to 37% easier, 
wire pushing easier, too. 


Wise electrical contractors are more interested in the installed cost than 
material’s price. They know in the long run... 


"THE BEST COSTS LESS INSTALLED 


4 BLECTRUNITE } 


Compatibility and strength Satisfied Customers Cost Less to Se// 


characterize raceways 


a REPUBLIC STEEL 
™ apie) STEEL AND TUBES DIVISION 


Cleveland 8, Ohio 


WRITE TODAY: REPUBLIC STEEL CORPORATION » STEEL AND TUBES DIVISION « DEPT. A-1507 © 215 EAST 13ist STREET + CLEVELAND 8. OHIO 
Electrunite®, ‘‘Inch-Marked’’®, ‘‘Guide-Lined’’®, and Silverslick®, are registered Republic trade-marks of quality 
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MORE KVA PER POUND 


IN ACME ELECTRIC 
TRANSFORMERS 


—PLUS RELIABILITY 


Lighter in weight, smaller in size, the new series Acme Electric 
transformers utilize a coil insulation film that far exceeds the 
220°C requirement of Class H insulation. This means smaller, 
lighter, high performance coils. These new, high-temperature- 
resisting coils, plus grain oriented 
silicon steel, continuously wound 
cores reduce weight and size to a 
minimum and, as an added feature, 
the unique design of the induced air 
cooling system keeps heat from build- 


ing up. 


PRACTICAL FEATURES FOR 


EASY INSTALLATION 


Mounting brackets are designed to} 


| 
permit easy hanging on wall or post | 


with plenty of room to use tools. Dual 





knockouts lead into roomy, wiring 





compartment. Most popular ratings 
have solderless connectors mounted 
on connection panel, and are suitable 


for aluminum or copper low temper- 





ature building wire. 


‘@) 
| diet ooo ¢ 
BEYOND BELIEF 


If you need a quiet transformer, specify 
Acme Electric—where design and work- 
manship have been combined to provide 
performance you can’t hear. Send for 
folder AC 100. 


ACME ELECTRIC CORPORATION 
675 Water Street Cuba, New York 
In Canada: Acme Electric Corp. Ltd., 50 Northline Rd., Toronto, Ont. 








compared to the number of small 
businesses, and particularly since many 
firms received more than one loan 
Two, the volume of credit now out- 
standing (about $500 million) is in 
significant next to the funds supplied 
by private lenders. 

Why has the program failed to 

develop into a really telling instru- 
ment of small business finance? The 
final answer is not in yet, but several 
explanations have been suggested 
Among them: a high rate of loan re- 
jections, an interest ceiling that deters 
cooperating lenders during periods of 
tight money, aggravating delays in 
processing loan applications and the 
half-hearted support of the business 
community. But more important, per- 
haps, the program simply isn’t geared 
to fill the “gap.” What small firms 
really need is an oasis in which they 
can partake of equity capital and long- 
term loans. The SBA only makes 
loans of intermediate maturities. 
e Small Business Investment Com- 
panies—Hailed as a “fourth banking 
system” when begun in late 1958, 
SBICs exist for two purposes: to sup- 
ply small firms with long-term loans 
and equity capital, and to make a 
profit for their owners. The SBA, 
which regulates the SBICs much as the 
Federal Reserve regulates national 
banks, will invest up to $150,000 in 
each approved company. It will also 
lend a licensed SBIC up to 50% of 
the licensee’s paid-in capital. In addi- 
tion, SBICs have been granted several 
tax concessions, including: a 100% 
deduction against ordinary income 
rather than against capital gains on 
all losses. 

In order to receive funds from an 
SBIC, a firm must meet only two re- 
quirements. It must be considered a 
“small business.” And it must convince 
the SBIC management that a loan, 
or an investment will turn out profit- 
ably. There is no need to demonstrate 
that it cannot obtain a loan elsewhere, 
because SBICs, unlike the SBA, are 
not lenders of the last resort. Quite 
the contrary, SBICs are privately 
owned, organized to make a profit, 
and they, not the government, choose 
the firms they want to invest in. 

Because the SBIC program is still 
verv young, it is too early to say what 
its final impact will be. But after a 
discouragingly slow start, things have 
definitely started looking up. 

In late 1958, ex-SBA Administrator 
Wendel B. Barnes predicted that more 
than 300 investment companies would 
be operating by the end of 1959, but 
at the beginning of 1960 a grand total 
of about 30 SBICs were in business. 
During the past year, however, more 
than 150 companies received char 
ters, and the prospects are bright Mat 

Continued on page 108 
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SPANG® 
CONDUIT 


The new Fireman’s Fund Insurance 
Building will be one of the first Atlanta 
buildings to be heated electrically next 
winter. And SPANG Conduit was chosen 
to protect the wiring in this installation. 

The 460-volt electric system in this 
all-electric, three-story 66,000 sq. ft. 
building calls for 1600 amps with pro- 
vision for 3000 amps. It serves three 
central air conditioning units, lighting 
and power as well as the electric heating. 
Over 29,000 ft. of SPANG HD Galva- 
nized Conduit and sPANGLEAM EMT 


. 


‘= ~ #. 
aS PS): Wr ees 


were installed by Fulton Brothers Elec- 
trical Company, Atlanta, to provide 
top-quality wiring protection. 

Mr. T. H. Fulton, president of Fulton 
Brothers, says, “We take pride in how 
our finished work looks, and SPANG 
Conduit presents an excellent appear- 
ance in exposed locations. The conduit 
was easy to bend and thread, helping us 
stay far ahead of schedule. 

“SPANG is one of the most satisfactory 
conduits we have ever used. This fact, 
plus the wonderful service and delivery 


OO 


ARMCO National Su 


V 


be ——poe 
Pag. 2. 0:5 @ 

Over 29,000 ft. of SPANG Conduit was installed in 

the Fireman's Fund Insurance Building, Atlanta. 

Electrical Contractor T. H. Fulton reports easy 

working qualities of SPANG Conduit heiped keep 

project far ahead of schedule, 


Architects: 
Atlanta 

General Contractor: Barge & Company, Atlanta 

Electrical and Mechanical Engineers: Newcomb & 
Boyd, Atlanta 

Mechanical Contractor: 
Atlanta 

Electrical Contractor: 
Co., Atlanta 

SPANG Distributor: 


Saggus, Williamson, Vaught & Spiker, 


Sockwell & Company, 
Fulton Brothers Electrical 


Graybar Electric, Atlanta 


Electric heating wiring protected by 
SPANG conduit in new Atlanta building 


we get, makes SPANG a product we use 


wherever possible.” 

You can assure yourself of top-qual- 
ity, trouble free conduit installations 
with SpANG Conduit. Try it and see! Let 
your nearby SPANG Distributor serve 
you. He carries the complete line of top- 
quality SPANG Conduit and Fittings. 

SPANG Conduit is one of the many 
fine products produced by National 
Supply Division, Armco Steel Corpora- 
tion, Two Gateway Center, Pittsburgh 


979 P 


ennsylvania, 


pply Division 





WHERE CABLE 
PROBLEMS 
END! 


CHESTER “‘Job-Tailored’’ 
MULTI-CONDUCTOR CONTROL 
CABLE « 


CHESTER 
CABLE CORP. 


CHESTER N. v. 


SUBSIDARY OF TENNESSEE C 


| position held April 11, 





ARRIVING at the show after a smooth 20-minute trip, the boys are looking forward 
to a night of exposition activity. There were new products to look at, old acquaint 
ances to be renewed, but most of all a chance for salesmen, manufacturers, and 


customers to get together. 


Of course, their wives know... 


Where the (Metro) Boys Are! 


Three branches, three open-house-bus trip safaris, and 

three exposition nights made this show a distributor's tri- 

ple play combination for salesmen and customers. 
tingent attended the 


ae , all come!” the invitation 
said. And the boys of Metro session of the exposition. 
Electric Supply Co. did. In loads of Metro employees and their 
fact, management, and cus- customers proceeded to the armory 
tomer guests of Metro came to the after enjoying two hours of refresh- 
12th Biennial Electrical Industrial Ex- ments at an open-house buffet 
12, and 13, at The Morristown and _ Clifton 
The event, branches attended the exposition on 
Electrical the following two nights—Morristown 
Council on the second night and Clifton on 
the final night, preceded by 
open-house buffets. 

According to Richards, “The show 
gives the inside men, customers, and 
manufacturers a chance to get to- 


opening night 
Two bus 


salesmen, 


armory 


Essex 


the Elizabeth, N.J 

sponsored by the 
League and the New 
of Electrical Leagues, was attended by 
from all three of Metro’s 
(New Brunswick, Morris- 
town, and Clifton, N.J.), in safari 
fashion, after open-house celebrations 
in each respective branch gether. It allows them the opportunity 
e Wagon Train—Under the direction to come face to face. Mostly our in- 
of the general manager, Jack side men and customers do all their 
Richards, the Brunswick con- 


Jersey 
each 
members 


branches 


sales 


New Continued on page 106 


LOADING on the busses for the trip to Elizabeth N.J. and a “night out” are the 
men of Metro Electric Supply (New Brunswick branch) and many of their customers 








KNOW YOUR 
SYMBOLS 


This symbol stands 


eae “Power-packed” 
for all-electric homes! 





BULLDOG’S 200-AMP SERVICE DISTRIBUTION PANEL— 


Here’s Electri-Center 
circuit flexibility aplenty for heating; 
lighting, appliances... 


100-amp submain 
feeds conveniently 
located electric heat 
panel (10 two-pole 
circuits). 








100-amp sut 
main feeds con 
veniently locat 
ed lightingpanel 
12 to 20 single 
pole circuits 


PLI2A PL12 


Originated by BullDog expressly for service distribution 
in all-electric homes, the Pushmatic® 200-amp PL12A 
Electri-Center® provides any combination of circuits 
up to 24 poles . . . and allows location of subpanels for 
customer convenience—and wiring convenience! Other 
100- and 200-amp Electri-Center panels provide a wide 
choice that meets all other residential requirements. 

Pushmatic circuit breakers protect two ways! In Push- 
matic breakers from 15 to 50 amps, a built-in time-delay 


prevents nuisance tripping from harmless, normal cur- 
rent inrush, but assures positive protection against 
dangerous overloads. In every Pushmatic, a magnetic 
coil trips immediately, without delay, if a short circuit 
occurs. By combining these two safety systems, Push- 
matic breakers assure dependable protection under all 
residential load conditions. —— 7 
For details write for your ‘‘Push- f= 
matic Pocket Guide’’— it’s free! Loess ? 


AMERICAN * QuauTY 
eu SS 
Loan $© 


BullDog Electric Products Division, 1-T-E Circuit Breaker Company, Box 177, Detroit 32, Mich. In Canada: 80 Clayson Rd., Toronto, Ont. Export Division: 13 East 40th St., New York 16, N.Y 


I-T-E CIRCUIT BREAKER COMPANY 


BULLDOG ELECTRIC PRODUCTS DIVISION 





IF YOU COULD TAKE 


A LEVITON QUIET ee 


SWITCH APART... 


.you’d go a long way to being convinced that 


Leviton makes a specification grade device to 
last a lifetime. For example: 


The principal working part is a one-piece heavy 
phosphor bronze contactor that retains its elas- 
ticity through millions of cycles. 
The critical contact points are of special heavy 
silver alloy, selected for high conductivity and 
low oxidation to prevent arcing. 
Quality control during production makes cer- 
tain of perfect alignment of contact points and 
smooth functioning of the switch. 
All parts are assembled in extra heavy molded 
phenolic—Leviton switches can take a beating! 
Finally—what you can’t see—every completed 
switch is electrically tested before you get it. 
Available in single pole, double pole and 3-way 
in either brown or ivory phenolic. Rating 
15A 125-277V, AC only and 20A 125-277V 
AC only 


To be truly convinced of Leviton specification 
grade quality, install these wiring devices in 
your next project. Get complete data on the 
Leviton line by writing for Leviton’s ABC hand- 
book, that details specifications on over 600 
Leviton devices. 


Listed by Underwriters’ Laboratories, Inc. 


Leviton Manufacturing Company, Brooklyn 22, N. Y. 


Chicago + Los Angeles « Leviton (Canada) Ltd., Montreal 


For your wire needs, contact our subsidiary: 


American Insulated Wire Corporation 





business by telephone,” he said, “and 
this is their first meeting.” 

e Full House—The opening night ses- 
sion had an attendance of about 500 
electrical distributors, contractors, and 
engineers. 


cre ee oe 


"i eo 


WELCOME was the by-word at the 12th 
Biennial Electrical Industrial Exposition 
An opening night attendance of about 
S00 crowded the huge National Guard 
Armory in Elizabeth, N. J. 





NEMA Schedules First 
Western Conference 


NEW YORK—tThe National Elec- 
trical Manufacturers Association will 
hold its first Western Conference at 
the Biltmore Hotel, Los Angeles, on 
June 8 and 9. The conference is 
planned primarily for member com- 
panies located in states west of the 
Rocky Mountains and for western rep- 
resentatives of members _head- 
quartered in other sections of the 
country. However, representatives of 
all member companies will be invited 
to attend and it is expected that many 
will be present from areas other than 
the Far West. 

Preliminary plans call for starting 
the conference with a luncheon on 
June 8 to which all sales allies of 
electrical manufacturers will be in- 
vited. Included will be electrical dis- 
tributors, contractors, utilities, appli- 
ance dealers and other branches of 
the electrical industry. A top indus- 
try executive will keynote the con- 
ference. 

A general meeting is planned for 
the first afternoon with authorities in 
and outside the industry discussing 
such subjects as: World Market for 
Electrical Products, Research and De- 
velopment, Effects of Imports on the 
Electrical Industry, and Business 
Trends Today and Tomorrow. The 
opening day’s session will close with 
a reception and buffet supper for all 
conferees. 


ELECTRICAL WHOLESALING—May, 1961 





We challenge anyone 
to beat this starter! 


When you speak this plainly, it takes a top quality product to back up 
your words. We are certain of that backing in the Clark Type CM Manual 
Starter, the starter that challenges comparison with any other manual 
starter available today. 

It’s built to standards usually found only in magnetic starters. Combines 
not just a few, but ALL modern features ...simplest to install, easiest to 
maintain, smoothest and most positive in its action... assures maximum 
protection and safety, greatest dependability and longest life. 

Here’s the manual starter that your customers always will prefer, once 
they have learned the difference. That’s why we would like you to see the 
complete story, now being presented in a brief, desk-top presentation 
Just call the nearest Clark sales office, or write: eMst 


ARK CONTROLLER COMPANY 


MAIN PLANT: CLEVELAND. 10 « WESTERN PLANT: LOS ANGELES. 58 
IN CANADA: CANADIAN CONTROLLERS. LIMITED, TORONTO, ONT 











= OFF & 
= jreset, te 





JUST A FEW OF MANY 
OUTSTANDING CLARK FEATURES: 


e Smooth, positive, tease-free, 
action operation 
Large double-break, weld-resis 
tacts, easily inspected and 

e Built-in arc barriers 

e Three separate safe-locking 

e Recessed operating handle 

e Optional third line overload 

e Straight-through wiring, 
knockouts 
Trip-free operation 
Exclusive terminal 
tight connections, e 
of unequal size 
Dual operating springs 
strong enough to operate starter 





1 SECOND* 
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RN 
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No idle machine time here. 
Time from file to reading head— 


Owe wecortd !* 


ViSlrecord’s split-second record location has gained inter- 
national recognition as ‘the world’s fastest record-keeping 


system.”’ 

ViSirecord speed and convenience, minimizes floor space 
requirements, operator fatigue — and increases productivity 
and accuracy. 

ViSiIrecord speed eliminates costly idle machine time on 
automated applications, and complements machine effi- 
ciency — the programmed edge-punched card input easily 
keeps pace with the most modern machines. 

ViSlrecord’s split-second refiling, accomplished during 
machine's operating cycle, eliminates idle machine time. 

Your ViSirecord Systems Specialist is ready and able to 
provide proof of related accomplishments achieved by thou- 
sands of satisfied customers. 

Meanwhile write for Case Histories and list of satisfied 
companies in your industry. 
Vilteco, 

Y 


*Observation of experienced operators by 
Genera! Electric Co. Receiving Tube Dept 


ViSlrecord, inc. 


375 PARK AVENUE, NEW YORK 22, N. Y. 


1961 VISI record, inc. 


Systems Specialists in Principal Cities 





Credit Gap... 
Continued from page 102 


their number will multiply several 
fold over the next few years. Indeed, 
one authority doggedly predicts that 
two to three thousand SBICs will 
ultimately be in operation. If his 
prediction comes to pass, and it quite 
possibly will, the program will have 
gone a very long way toward plugging 
the gap. For example, 3,000 com- 
panies capitalized at an average of 
$2 million each will provide a pool of 
$6 billion. And it will be available in 
the form of long-term loans and 
equity capital, just what the nation’s 
smaller firms need. 


A Bright Outlook 


Along with the prospects of easier 
credit, there are several other trends 
brightening the outlook for small 
business. One of the most important is 
the changing attitude of large busi- 
ness. Instead of viewing their smaller 
rivals as annoyances to be snuffed out 
at the first opportunity, more and 
more large firms regard them as 
valuable customers and suppliers. The 
giants are not only doing more busi- 
ness with small firms, they realize they 
can’t do business without them. 

Added to this are several favorable 
developments in government policy 
Recent tax changes, such as the liber- 
alized treatment of losses suffered 
through small business investment and 
the stretching out of inheritance tax 
payments, have made it easier for 
small businesses to perpetuate them- 
selves. And by using the productive 
capacity of the nation’s small firms 
whenever possible, the Defense De- 
partment has enabled small business 
to sustain its share of the nation’s 
defense dollar. But continued general 
prosperity more than any other factor 
will determine the future health and 
welfare of small business. 


New York City Site Of 
29th EEI Convention 


NEW YORK—“‘Targets for Tomor- 
row in Electric Power” is the theme 
of the 1961 annual convention of the 
Edison Electric Institute to be held in 
this city, June 5-7. 

The convention program committee 
is developing a program to present 
the challenges and opportunities facing 
the electric industry in the future. The 
first convention session will be held on 
Monday afternoon, June Sth, followed 
by morning and afternoon sessions on 
Tuesday and Wednesday, June 6th and 
7th. All business sessions will be held 
in the Waldorf-Astoria Hotel. The 
convention will conclude on Wednes- 
day evening, June 7th. 
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New from Johns-Manville! 





~ 
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Now! Sell the finest plastic tape... 
in the handiest dispenser! 


THIS BRAND-NEW DISPENSER 
makes handling plastic electrical 
tape far easier than ever before! 
Far safer, too, because the cutter is 
permanently shielded 
hands or clothes. 
From beginning to end, vour cus- 
tomers will save time and trouble 
with J-M Dutch Brand Plastic Elec- 
trical Tape in this great new dispen- 
ser. And they will like all ten of the 


. can’t snag 


JOHNS-MANVILLE 


DUTCH BRAND ELECTRICAL TAPE P®Govers 


important advantages shown on the 


right. 


But, see for vourself! Get all the 


facts on Dutch Brand® Plastic Elec- 
trical Tape in the handy new dis- 
penser from your J-M Dutch Brand 
man. Or write or wire E. H. Wells, 
Vice President, Dutch Brand Divi- 
sion, Johns-Manville, Box 14, New 
York 16, N. Y. In Canada: Port 
Credit, Ont. Cable: Johnmanvil. 


JOHNS MANVILLE 


TEN IMPORTANT ADVANTAGES! 


1. Permanently shielded cutter! 
2. No moving parts to snag hands, 
clothes! 3. Can’t dull or clog! 
4. “Tape-and-tear” with one hand! 
&. Special “grip-strip” for faster 
starting! 6. Full 66’ of fine st plas- 
tic electrical tape made! 7. Pre- 
loaded ... ready to go! s. Protects 
tape against dirt, grease! 9. Big 
center hole for easy handling! 10. 
COSTS NO MORE THAN TAPE ALONE! 





SAVE TIME! Ena guesswork with 


“SIZE-MARKED” 


MINERALLAC 


Beam Clamps 


Universal Stamped Steel or Malleable Iron 


Minerallac is the originator of the Universal 
Stamped Steel Beam Clamp. Minerallac is 
the only manufacturer that supplies both 
Stamped Steel and Malleable Iron types. 


ilat-te-li tele 
Universal 


6 

jm 

i Beam 
2 rN Taare) 


_- 
, 
4 


Minerallac 
Malleable 
i gelam =1-7-1a8) 
OF Taare) 


MINERALLAC UNIVERSAL BEAM CLAMPS 


For mounting Hangers on I-Beams. Mounts 
Minerallac hangers No. 0 to No. 6 on 
I-Beams without necessity of drilling holes. 
Has 14-20 tapped holes. Fits beam flanges 
up to 14” thick. Low cost. 


MINERALLAC MALLEABLE IRON BEAM CLAMPS 


Designed for maximum strength without 
excess weight. Cadmium plated for maxi- 
mum rust protection. All sizes have throat 
openings to accommodate up to 7%” flange. 
Set screw tapped at angle to give locking 
action on beam. NO DRILLING HOLES. 


SOHO EEHEEEEEESHHESEEEE SEES EEESE 


Exclusive Feature! 


Each Minerallac fitting is SIZE-MARKED”. All are 
learly and individually stamped with its exact size for 
immediate identification and quick and easy handling. 
Ends time-consuming gues 
work and costiy mismatches tr 
the stock room and on the job 


WHEN IT’S 
“SIZE-MARKED” 


YOU CAN 
BE SURE! 


Seeeeeeeeeeeeeeeeeeeeseeeeeee 


Order from Your Electrical Wholesaler 
LITERATURE OR SAMPLE ON REQUEST 


MINERALLAC C4tze COMPANY 


ESTABLISHED 1894 
25 N. PEORIA STREET « CHICAGO 7, ILLINOIS 


HIGH VOLTAGE 








by Bill Murray 


S che season brightens, the business picture is also brightening. 
The long awaited business upturn has been realized and through- 
out most of the nation volume is climbing at a steady pace. 

As the experiences of the recession are still vivid in our minds, per- 
haps this is the best time to study and analyze business operations 
during the past year—particularly the three most important factors 
—inventories, sales and profits (if there were any). Each distributor 
should take a moment to analyze his particular situation now, prior 
to the recession, and during the recession. Ask yourselves these 
questions, and if you can find the right answers then you are prepared 
to face any future economic thunderstorms that may arise. Remember, 
you can’t ride through a storm in a leaky boat, so now is the time 
to start plugging up the holes! Here are several questions you can ask 
yourself, and I’m sure there are a few more you can think of: Was | 
aware that the recession was coming? Did it take me by surprise? 
Did I prepare for it? Did I increase my sales effort as the recession 
approached? Did I look for new sales opportunities? Did I try to 
push slow moving merchandise that was bogging down sales? Did I 
increase my effort to push fast moving merchandise? Did I not analyze 
my markets completely and thus overlook potential sales? How 
about credits and collections? Did I inflate the credit ratio far above 
payments? And if another economic downturn should occur soon, 
am I prepared for it? 


Far out front... 

“Let the U.S. catch up!”—This, the challenge by Nikita Khrush- 
chev after the Soviet Union accomplished the feat of sending the 
first man into space. As Americans, we cannot but feel a little re- 
morseful at not achieving this accomplishment first. However, in the 
light of this, let us reply to Mr. K’s comment with these words: 
Since its birth, 185 years ago, the United States has guaranteed 
people the freedoms of religion, speech, press, and freedom from fear 
and want; the right of life, liberty, and the pursuit of happiness. One 
result of these freedoms has been the establishment of the greatest 
free enterprise system the world or history has ever seen. Also our 
Constitution grants the right for many of Communism’s comrades 
to hide behind their strongest shield—the Fifth Amendment.—Let 
the U.S.S.R. catch up! 


A time for work and a time for... 


No booze in Budapest! The Hungarian government has launched 
a campaign against saloons located near factories and schools. Ac- 
cording to the Ministry of Internal Trade, they must be replaced by 
“cultured catering establishments” selling only soft drinks. A letter 
from a chemical engineer states that many workers drink at 6 a.m., 
go light-heartedly to work in the factories—and produce rubbish. 
“These are the people who hammer screws home and who establish 
false connections in electrical equipment,” the letter said. Perhaps 
the government is trying to teach the workers how to “live better 
electrically.” 


Par for the course... 


For distributors taking to the greens this month, there is the newest 
. an electric golf caddy. The self-propelled 
unit has semi-pneumatic tires that will not cut up the fairway. It 
uses a Standard battery and without recharging plays up to 45 holes 
of golf. A slight forward pressure on the grip handle starts it and 
the further it’s pressed, the faster it goes. See your club professional 
for details. . . . In many parts of the United States Daylight Saving 
Time is now in effect, so don’t forget to reset those time controls 


in golfing accessories . 
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How Circle exceeds the specs to give you... 


MAXIMUM LONG TERM STABILITY 


Most ordinary products generally manage to meet specifications. The 
quality product is recognized by the way it exceeds them. 

Take, for example, Circlesheath Type RR Power Cable and the im- 
portant IPCEA-NEMA 60 cycle water absorption test. Requirements 
call for immersion in water for 14 days with maximum SIC change and 
stability factor of 5% and 1% respectively. 

The table below clearly indicates Circlesheath superiority — not only 
after 14 days submersion but after two years and ten months in a test 
that was originated in September 1958! 

Long term stability is only one of the many ways Circlesheath exceeds 
specs to give users maximum performance. For complete reliability, 
specify Circle on your next job—there’s no finer power cable made. 


| CIRCLE WIRE & CABLE CORP. 


ARY OF CERRO CORPORATION 


PLANTS: Maspeth and ville, NY SALES OFFICES & WAREHOUSES: In a 


Cables - Plastic Insulated Cables - Neoprene Sheat 


CABLE DESCRIPTION: CIRCLESHEATH ® 
15KV, UNGROUNDED, SHIELDED CHANGE SIC 


300,000CM 


300,000CM 








WHY THE DEMAND FOR KRALOY CONDUIT? 


Corrosive gases, liquids, vapors or electrolytic action will not corrode 


a Kraloy Rigid PVC raceway. Kraloy is from 18% to 30% faster to | 
install than any metallic conduit, and conductor pulling requires far | 


less time and energy. Conductors are more than amply protected from 


crushing and impact. Conduit is U/L listed for underground burial or | 
encasement in concrete, will not support combustion, and will not spark. | 
Your Kraloy representative will elaborate on the above features, or write 


Kraloy/Chemtrol Co., Electrical Conduit Division, 402 W.Central Ave., Santa Ana, Calif, 


4 

INDv®? 

KRALOY ELECTRICAL KRALET ELECTRICAL 
CONDUIT ACCESSORIES 


KRALOY CHEMTROL CO 








CALENDAR OF EVENTS 





May 
Midwest Electrical Industry 
and Lighting Exposition 
McCormick Place 
Chicago, III. 
May 2-4 


Eastern Electrical Wholesalers 
Association 
Annual Dinner & Dance 
Waldorf-Astoria Hotel 
New York, N.Y. 
May 6 


National Fire Protection Association 
Annual Convention 
Statler Hotel 
Detroit, Mich. 
May 15-19 


1961 Electronics Parts 
Distributors Show 
Conrad Hilton Hotel 
Chicago, Ill. 
May 22-24 


June 


16th Annual Los Ange! 
Home Show 
Los Angeles Memorial 
Sports Arena 
Los Angeles, Calif 
June I-11 


Edison Electric Institute 
Annual Convention 
New York City 


June 5-7 


National Industrial Service 
Association 
Annual Convention 
Jack Tar Hotel 
San Francisco, Calif. 
June 11-14 


National Association of Bldg. 
Owners & Managers 
54th Annual Convention 
Minneapolis, Minn. 
June 18-22 


American Institute of 
Electrical Engineers 
Summer General Meeting 
Statler Hall 
Ithaca, N.Y. 


June 18-23 


July 


N.Y. State Assn. of Electrical 
Contractors & Dealers 
62nd Annual Convention 
Whiteface Inn 
New York, N.Y. 
July 2-7 


NHMA Nat’l Housewares Exhibit 
Lakefront Exp. Center 
Chicago, Ill 
Julv 10-14 
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Here’s how to increase your share of the profitable outdoor lighting market 


Sell the owner/developer 


Revere helps you sell the property owner and developer 

the user of outdoor lighting equipment. Revere lets 
you offer him economy of installation and economy of 
long-term ownership. 


Because Revere components are matched struc- 
turally matched for strength, balance and perfect fit, 
and design matched for peak lighting efficiency and best 
appearance you give the user of outdoor lighting 
every dollar’s worth of light he’s paying for when you 
give him Revere. 


The wide Revere line lets you offer greatly reduced 
maintenance costs to the prospective buyer. Because 


Revere products are always engineered up to a perform- 


ance and quality level, never down to a price level, they 
feature dependability and rugged durability. Revere 
engineers design fixtures, poles, fittings and accessories 
for years of trouble-free service 

Developers of shopping centers, housing projects 
commercial buildings, want and expect fast delivery 
Because Revere lets you offer all outdoor lighting com 
ponents from one reliable source, you can guarantee 
on-schedule delivery every time 

Let Revere help you sell the owner/developer. To 
start increasing your outdoor lighting profits, write 
today for the complete Revere Outdoor Lighting Cata 
log. Ask your Revere salesman for his cooperation in 
helping you sell outdoor lighting to the owner/develope 


OUTDOOR pep ingle 


Revere Electric Mfg. Co. 


e 7420 Lehigh Av Ch 


Long Distance Phone: Niles 7-6060 ¢ Chicago Phone: S$ 


In Canada: 


sell the 
architect /engineer 


POY 


sell the 
owner/developer 


Curtis Lighting, Ltd., Leaside, Toronto, Ontario 





sell the 
plant electrician 


sell the 
electrical contractor 





WANT TO BECOME A 


All it takes is $16.75 


and 20 hours of your time 


ELECTRICAL 
EQUIPMENT 


1. Order these books 


The 20-Hour Electrical Course is aimed at building a basic 
framework of electrical understanding with the minimum possible 
time and money investment. Designed for the individual salesman 
desiring a planned approach toward this end, the course also can 
be adapted by distributor management for a group. 

But a well-rounded understanding of electrical technology is 
only one benefit of taking the course. The real reward comes in the 
application of the acquired knowledge—knowledge that can help a 
salesman become more useful to his customers, knowledge that can 
help him increase his sales and earn more income. 

A final benefit is in the form of the three books, which will serve 
as a ready-reference library. The total cost of the course—$16.75— 
is represented by the cost of the three books: “Elementary Applied 
Electricity” ($4.50), “Electrical Equipment Manual’’—second edi- 
tion ($4.50), “Electrical Systems Design’’—second edition ($7.75). 
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TECHNICAL EXPERT? 


Pot technical puach ia yews selling tobe this 


20-Hour Electrical Course 


COURSE GRADS 


‘The course gave 





over-all understandin 


cal appli ations 


20-Hour Electrical Course Test 


technical backgrou 


alesmalr 


gained through the 

helped me to worl 

fully with plant engineers, 
ts and contractors. It 
me the background 
tricity and engineer 

sign necessary fo1 

neer representing 


nsincainttiainainainaitee Wholesale house 


HOME-STUDY ELECTRICAL COURSE 


ELECTRICAL WHOLESALING Magazine 


ee ards ches 











Certificate of Achievement & 

4 re." 

Loe 2 Dept. 270-059 
Electrical Wholesal 
330 W. 42nd St 
New York 36, N.Y. 

Ple: > send me 

}-book 20-Hour Electrical 
Enclosed is full payment of $ 
at the total cost per se 


books of $16.75, postage 
Name 
Address 


City 
State 


MAIL THIS COUPON TODAY }® 
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NON-RETURNABLE 
WOOD REELS 





Quick identity labels...easy ship 'n store cartons...always clean cords with 


Spot the Paranite portable cord you want... and spot 
it in a flash. Every reel, carton and pak now has Serva- 
Pac labels that give you size, type, voltae and quantity 
at a glance. It means positive savings to you in inventory 
control, error-free assembly of orders and accurate 
identification on the job. And there is a broad line of 
Paranite portable cords in these new easy handling 
cartons that keep the cords clean during storage... 
Vulcaprene’ neoprene sheathed cords, Vulcan rubber 
sheathed cords, and Dreadnaught heavy duty cords... 
all UL labeled and all to premium quality standards. 


Since 7890 





Type > 





Two 250° 
2 Paks 
per master 
carton 





Four 250° 
4 Paks 
per master 
carton 





250’ Coils 
in cartons 


18/4, 16/3-4 
14/2-3-4 
12/2-3-4 
10/2-3-4 


18/4, 16/3-4 
14/2-3-4 
12/2-3-4 
10/2-3-4 








250’ Non- 
Returnable 
wood reels 





8/2-3-4 
6/2-3-4 





8/2-3-4 
6/2-3-4 








PARANITE WIRE & CABLE DIVISION 


ESSEX WIRE CORPORATION, Marion, Indiana 
MANUFACTURING PLANTS: Marion, Ind.; Jonesboro, Ind.; Tiffin, Ohio; Anaheim, Calif. 
Sales Offices and Redistribution Warehouses in all Principal Cities 
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Attend Electric Heat Training School... 


THESE smiling electrical wholesale distributors from the South and Midwest recently 


1 


ittended a two-day Electric Heat Training School and workshop at Emerson Electric 
Co. headquarters in St. Louis. (Top row, left to right) J. Haynes, Emerson Electric 


Lee Cummings, Cummings Wholesale 
Iri-State Plumbing Supply Co., Jnc 
Plumbing Supply Co. Inc 
Denver, Colo., Thomas ( 


Ind., Monte Mauntel, Emerson Electric, ¢ 
Bob Sinclair, Graybar 
Springfield, Mo., Bob 
Steve Wilson, Cabell Electric Co., 
Bob Boggs, Cardello Electric Supply Co., 


Inc., Kansas City, Mo., 
John Kerr, Graybar 
Electric, Minneapolis, Minn., 
Jim Jones, Emerson Electric, 


Pa., Don Breiding, Electrical Contractors Supply Co 
K. Handlan, Emerson Electric 
Supply Co., Inc., Fort Wayne, Ind., Art 
Pittsburgh, 


row, left to right) I 


Cardello Electric Supply Co., 
Jackson, Miss. 


Electric Co., 
Fort Wayne, Ind., Nat Scheary 
Fort Wayne, Ind., Bud Willard, Ryall Electric Supply Co., 
McGinley, Cummings Wholesale Eectric Co., 


Electric Co., Inc., 


Seymour, Ind., Ray Graham 
Tri-State 


Seymour, 
W. (Dutch) Hessell, Graybar Electric Co., 
Electric Co. Inc., Springfield, Ill 
Anderson, Ensign 
Jackson, Miss 
Pittsburgh 
Wheeling, W. Va., (Bottom 
Etta Scheary, Tri-State Plumbing 
Lewis, Emerson Electric, Vince Tucci 
Pa., Glen Harkins, Cabell Electric Co 





Business Report: 





Business Can Do Better 
Than Predicted In ‘61 


This report was prepared by the Mc- 
Graw-Hill Department of Economics 


he mildest recession in recent his- 

tory has run its course, and a new 

economy upswing currently is bud- 
ding. Like our own estimate of a 
$512.5 billion gross national product 
for 1961, the forecasts of fellow econ- 
omists tell of record business levels 
for the year as a whole, with each ap- 
proaching three-month period surpas- 
sing its predecessor in the volume of 
goods and services produced 


Can Do Better 


But this cheering business news has 
not drawn boisterous applause from 
our associates. The reason: the U. S. 
economy clearly can do far better 
than current forecasts predict it will 
do in 1961. Even operating at the 
record pace currently envisioned, the 
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national economy will leave much of 
its productive resources unused. Stop 
ping well short of what might be 
considered “forced draft,” the U. S 
economy possesses the wherewithal to 
turn out possibly $50 billion 
more in goods and services than it 
now is expected to produce this year. 
And the most clearly lagging sector 
of the economy is the nation’s vital 
durable industries. Both the 
McGraw-Hill checkup last fall and the 
recent government survey indicate 
that business’ spending for capital 
goods will be slightly lower for the 
year as a whole than 1960, but with 
the second half higher than the first 
Current economic forecasts predict 
that consumers will spend about $1.5 
billion less for durable goods this year 
than they did in 1960. And although 
their outlays will be rising throughout 
the year, consumers still are not in a 
mood to purchase large quantities of 
durable goods, the latest survey by the 
Continued on page 118 


goods 


Columbus 


BRAND 


CONDUIT FITTINGS 


SOLD ONLY THROUGH 
RECOGNIZED WHOLESALERS 


ELBOWS 


ri 
at 


RUNNING 


THREAD NIPPLES 


Combine orders for 


ALUMINUM 


and STEEL 


@ Shipped same 
recelve d 


Aluminum and steel fittings 
carefully inspected to Colum 
is brand rigid standards 


Logical, convenient cartor 
clearly lahe led 


Meets Federal specs 
WWC-581C 


vhere appli able 


Oldest and largest independent 
manufacturer of conduit pipe products 


CONDUIT PIPE 
PRODUCTS CO. 


COLUMBUS, OHIO 


ELBOWS + NIPPLES + COUPLINGS + RUNNING THREAD 


ALUMINUM AND STEEL 





NO-KLIK Junior 


Circle F — with precise engineering 
design — and without mercury or other 
fluids — offers the No-Klik Junior, a 
rugged dependable and Q-U-I-E-T wall 
switch. 


CHECK THESE FEATURES 
Raised Cover Frame Fits Snugly Into 
Plate for dust free operation e Large 
Silver Alloy Contacts for dependable 
duty e Fully Enclosed in Bakelite for 
safe, lasting performance e New Low 
Price for added profits 


Another fine product of Circle F know-how 


a4 CIRCLE F MFG. co. 


TRENTON 4, NEW JERSEY 


| 





University of Michigan Survey Re- 
search Center has revealed. 

Thus, major hard goods industries, 

which fell short of their profit poten- 
tials as operating rates began to dip 
in 1960, will be improving throughout 
1961, but not rapidly enough to 
turn in a really solid performance for 
the year as a whole. 
e Prospects—The steel industry, for 
example has successfully edged out 
of the limbo represented by the 50% 
operating rate and is likely to make 
further progress in the months ahead 
But even the most cockeyed optimist 
is not predicting a truly stellar show- 
ing by this industry in 1961. Indeed, 
for the year as a whole, mills are not 
likely to turn out as much steel as they 
did in 1960. Total steel output for 
1961 is now reckoned at 95 million 
ingot tons—compared with about 100 
million tons of ingots produced in 
1960. And the steel industry operating 
rate, which last year averaged 67% 
of capacity, this year will be a meager 
63% —an operating level that is well 
beneath the 97% steel companies have 
indicated in recent annual surveys is 
their preferred output rate. 

Similarly, the U. S. auto industry, 
which last year turned out 6.7 million 
new cars, now expects to produce only 
about 5.2 million new models during 
1961. Auto dealers, after clearing the 
snows away from their showroom win- 
dows, saw sales edge up from the 5.0 
million units (annual rate) recorded 
for January to an estimated 54 mil- 
lion rate for March. Nevertheless, the 
industry expects this year’s sales will 
total only about 534 million new for- 
eign and domestic automobiles—about 
900,000 fewer than were sold in 1960. 
At this sales pace the one million new 
cars currently in inventory are not 
likely to disappear very rapidly—a 
point that Mr. Reuther will consider 
carefully in charting his strategy for 
approaching contract negotiations with 
auto producers. 

These are the ingredients in the cur- 
rent predictions that manufacturing 
output, though now on the rise, will 
not chalk up as impressive a perform- 
ance on the Federal Reserve Board's 
Index of Industrial Production this 
year as it did in 1960. Similarly, de- 
spite rising general business activity 
the nation’s unemployed will amount 
to well over 6% of the labor force at 
yearend. Idle producing capacity will 
also abound in key industries other 
than steel and autos. Thus the most 
modest business decline in recent his- 
tory will be followed by a moderate 
business upswing. 


Kennedy Program 


In contrast, recent periods of vigor- 
ous business activity, rapid year-to-year 
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TAP THE 
PROVEN SOURCE 
OF 
STEADIER PROFITS! 





NEW VINYL 


CUBE TAPS 


The Original and still 
the Industry’s Standard 


Completely unbreakable Elec- 
trix Vinyl Cube Taps look better, 
they sell better. Cost you less. 
And behind those facts is an un- 
equalled quality story of service 
and satisfaction that builds repeat 
sales . . . makes Electrix the most 


outstanding line in its field. 


Why not sell the best. . . espe- 
cially when profits come bigger 
and easier. Sell Electrix Vinyl 
Cube Taps. 


CORPORATION 


Ashton ° Rhode Island 
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economic growth and relatively low 
levels of unemployment have been ac- 
companied by robust activity in the 
nations duravle goods sector. 

As the barrage of proposals already 
unleashed by the Kennedy Admunistra- 
tion finds its mark, it will have sub- 
stantial duraole 
goods producers also: 

e Besides boosting the construction 
industry, a stepup in highway building 


repercussions on 


programs will also increase orders lor 
structural steel, tor example, and tor 
heavy construction machinery. 

e Benefits of the Administration s 
efforts to lower long-term interest 
rates and generally encourage home 
construction will not be limited to 
homebuilders and buyers; appliance 
producers, who derive about a third 
of their markets from newly built 
homes, also will welcome an upturn 
in housing activity. 

e Rising farm incomes, brought 
about by higher support prices tor 
feed grain products, tor example, will 
mean happier times for producers of 
farm machinery and _ agricultural 
chemicals as well as for farmers 

e Renewed emphasis on conven- 
tional weapons systems will leave the 
U. S. better prepared to fight brush- 
fire wars; it will also revitalize indus 
tries left by the wayside in recent 
years when massive retaliation and 
outer space were Defense Department 
pre-occupations. 

However, some of the Administra- 
tion’s anti-recession proposals that re 
quire legislative approval may be re- 
jected by Congress as business recov- 
ery becomes clearly evident. Unfortu- 
nately, programs submitted under the 
cloak of anti-recession measures but 
really aimed at stimulating the econ- 
omy’s longer-term growth may also 
be discarded. For example, prospects 
for tax reforms for business and con- 
sumers will diminish—although these 
measures may well be the soundest 
means of encouraging a brisker op- 
erating pace for the U. S. economy. 

e Salesmanship—However, the adop- 
tion of tax reforms to encourage busi- 
ness investment and consumer spend- 
ing would not signal the arrival of the 
Golden Era for durable goods pro- 
ducers. It could present them with a 
whopping opportunity to increase 
their business volume and to improve 
their anemic profits of recent years. 
The key: really vigorous and effective 
selling by durable goods industries 
offering a good product at an attrac- 
tive price. But it calls for more than 
that. It requires what might best be 
described as creative salesmanship 
the ability to recognize and fulfill the 
need for a product—new or old 
wherever it exists. 


Co! ' 


BRAND 


CONDUIT FITTINGS 


SOLD ONLY THROUGH 
RECOGNIZED WHOLESALERS 


COUPLINGS 


ALL SIZES: 
¥2”" to 6” inc 


SHIPPED 
SAME DAY 


Special chamfer for leakproof 
connections 


Precision tapping — easy 
makeup 


Carefully inspected to Colum 
bus brand rigid standards 


Logical, convenient cartons 
< learly labeled 


Meets Federal specs 
WWC.-581C 


COMBINE ORDERS FOR 
ALUMINUM AND STEEL 


CONDUIT PIPE 
PRODUCTS CO. 


COLUMBUS, OHIO 


ELBOWS + NIPPLES + COUPLINGS + RUNNING THREAD 


ALUMINUM AND STEEL 





Short Stem 


@.@(¢ DUPLEX 
Ss NOZZLES 


TELE 
PHONE 


Brass 
and 


‘v 
‘ Aluminum 
«< BD 


Modern, flanged duplex telephone and re- 
ceptacle nozzles with standard '/2” opening 
come in satin brushed brass and anodized 
aluminum. 434° stems are suitable. Also 
grounded type receptacles. 


Cast Iron 
ADJUSTABLE BOX 


This wateriight floor b:-x 
has a 3/,” or 4/,” brass 
cov.r p.iate with 2” or 
2%" abandon plug for 
power and '/)", %4” or | 
for telephone service or 
duplex nozzles. Equipped 
with ground wire 


Adjustable 


STEEL BOX 
#190 Series 


Designed for power or 
telephone service and 
comes in two standard 
heights — % and % 
minimum. 
A threaded brass adjust- 
ing ring with '/” height 
adjustment, in addition to three screw legs 2!/2” 
long, make for quick and easy tru-leveling 


Adjusting 
ring for our 
190 series is 
so designed 
that "KEY" 
(shown in 
center of 
photo) drops 
easily into 
special slots. 
you select the 
receptacle 
required and 
simply "LAY- 
IN**: then 
“LAY-ON 
receptacle 
ring 


INSULATOR SUPPORTS 


Malleable iron clamps of high 
tensile strength. Fastens to steel 
framework without punching 
holes. Four sizes ‘+ Vile 
and 2'/2”. 


SOLD ONLY THROUGH 
WHOLESALERS 


MANUFACTURING 
COMPANY 
1209-1215 JEFFERSON ST. 
LATROBE, PENNSYLVANIA 


MARKETING AIDS 





ON TIME... your NEW source for the 


finest in Quality Time Controls 
Convenient, Local Availability and 
Expert Technical Assistance 


Supplier New to Distributors 
Initiates “Partnership” Plan 


Haydon Div. of General Time elects to sell timing devices 
through "carefully screened, selected" distributors. 


OMETHING new is being ad- 
ded to the electrical distribu 
tion field—the Haydon Divi 
sion of General Time Corp., of Tor- 
rington, Conn., and its line of time 
controls 
In announcing the decision to seek 
distribution through electrical whole- 
salers for its reset timers, adjustable 
timers and elapsed time 
Johnson, adver- 


time delay 
indicators, Glenn S 
tising manager for the Haydon Divi- 
sion, outlined the following plan 

The Haydon plan is broken down 
into three parts: product development, 
a distributor sales and marketing poli- 
cy, a sales promotion program. In- 
clusive in the plan, Haydon has created 
a new image for distributors as the 
“Man On Time.” A trademark has 
been developed to give this image a 
tangible, visible identity. 

Since it is based on the manufac- 
turer-distributor partnership principle, 
the Haydon Distributor Marketing 
Program has been designed to provide 
full support for distributors at every 
stage of relationship. Here is the 
outline of the program: 

e Product Development—Introduc- 
tion of new products and maintenance 
of quality control of products are two 
primary elements of the product 
development phase. Haydon has insti- 
tuted an accelerated program of 
research and development. This pro- 
gram has_ produced several new 
timing controls in the past year 

with additional models already on the 
way. 

By its decision to sell through se- 
lected electrical distributors, the com- 
pany is turning over a market that 
already includes multi-million-dollar 
annual sales to OEM’s. 


Fully 
another element under the product 
development phase of the program 
Field engineers have been assigned to 
provide the assistance needed by dis- 
tributors and the specialized applica- 
tion engineering service required by 
customers. 

e Sales Training—To_ give  dis- 
tributors a basic knowledge of the 
manufacturer's products and _ their 
applications, Haydon is making a 
comprehensive sales training program 
available to all distributor salesmen 
This program includes four separate 
types of instruction: In-the-field 
classes, conducted by company field 
engineers, correspondence 
on-the-job training; and 
training courses, at Company 
quarters in Torrington, Conn. 
e Policy—Basic to any harmonious 
and mutually profitable manufacturer- 
distributor team is a clearly worded 
statement of sales policy setting forth 
all details of the relationship. Ac- 
cording to the method of distribution, 
outlined in the policy, Haydon’s dis- 
tributor appointments will be made 
on a selective basis. The number of 
distributors in the area will be limited 
to the requirements of the territory 
Where the manufacturer feels justi- 
fied in adding distributors, the exist- 
ing distributor or distributors in the 
area will be consulted before final 
action is taken. The manufacturer, as 
stated, will conduct a comprehensive 
program to help distributors make 


qualified sales assistance 15 


courses 
in-plant 
head- 


more profits. 

e Promotion—tThe third phase of the 
Distributor Marketing Program _in- 
cludes a nationwide program of ad- 
vertising and sales promotion to back 
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STRONG 


NEW WORK BOXES 
with 
SISAL IMPREGNATED 


MOLDING MATERIAL 


UNION’S own formula: 
— developed, compound- 
ed and quality-controlled 
in our plant. 

Two years field testing of 
SISAL boxes has proven 
that greater strength in 
impact resistance provides 
even greater profits. 


NSULATING. co. 


INSULATING w- 
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the distributor. The complete inte- 
grated promotion program includes 
tradepaper advertising, directory in- 
serts and listings, publicity, 
and literature, direct mail, and trade 


show participation 


PEOPLE IN THE NEWS 





D. B. Eardley has been 
northwestern district manager and di- 
rector of the Graybar Electric Co. 
He succeeds John P. Lawton who has 
retired. D. L. Harper has been named 
a director of the firm to fill the vac- 
ancy of Lawton. In another company 
move, T. R. Gale has been appointed 
manager, Utility Communications 


Sales. 


appointed 


Clarence A. Gruschow has been ap- 
pointed treasurer of Requa Electrical 
Supply Co., Rochester, N.Y. Grus- 
chow, who joined the company in 
1939, will continue to head the serv 
ice department 


W. W. Booth, after serving more 
than 34 years has retired from Gen- 
eral Electric Supply Co., Bridgeport, 
Conn. “During his long 
with the lighting business, Booth has 
made many fine contributions to the 
growth and development of the in- 
dustry and is well known and re 
spected by those in this field of 
endeavor, R. H. Jones, general man 
ager, said in a statement. W. A. 
Sager has been appointed manager- 
marketing, lighting at this headquar- 
ters. 


association 


Phillip D. Pryne has been appointed 
president of Emerson-Pryne Co., a 
wholly owned subsidiary of Emerson 
Electric Manufacturing Co. E. F. 
Kelly, former president, has advanced 
to chairman of the board, succeeding 
Ralph Pryne, who remains as director 
of Emerson Electric, as well as di 
rector of Emerson-Pryne 


Thomas S. Batten has been ap 
pointed vice president-sales of Mose- 
bach Electric and Supply Co., Pitts 
burgh, Pa. 


Russell R. Viehman has been elec- 
ted vice-president of The Edwin F. 
Guth Company, St. Louis manufac- 
turers of lighting equipment. Viehman 
formerly held the position of adver- 
tising manager 

He succeeds George Watts, as vice 
president. Watts retired on March 1, 
after 51 years of active service with 
the Guth Company. He had been 
vice president for 42 years. Watts 
will remain on the board of direc- 
tors. Viehman’s successor as adver- 
tising manager is Kurt Kleindienst 


catalogs 


Cot 


BRAND 


CONDUIT FITTINGS 


SOLD ONLY THROUGH 
RECOGNIZED WHOLESALERS 


NIPPLES 


ALL SIZES: 
v2" x close to 6” x 12” inc 


SHIPPED 
SAME DAY 


Precision threaded and cham 
fered for leakproof connections 


Smooth raceways easy fish 


ing 


Carefully inspected to Colun 
bus brand rigid standards 


Logical, convenient cartons 
clearly labeled 


Meets Federal specs 
WWC-581C 


COMBINE ORDERS FOR 
ALUMINUM AND STEEL 


CONDUIT PIPE 
PRODUCTS CO. 


COLUMBUS, OHIO 


ELBOWS + NIPPLES + COUPLINGS + RUNNING THREAD 


ALUMINUM AND STEEL 





No 2,665,870 


DESIGNED FOR PROFIT 


PRICED TO SELL 


OVER 30 
4 FAST-SELLING 
404G DESIGNS 


FOR OFFICE, SHOP, laboratory and draft 
ing. Greater profits for you through en 
gineering, lighting, widest selections, 
fine styling, beautiful finishes, consumer 
acceptance and sensible pricing. Write 
for price and discount information and 
complete illustrated catalog 














ACME LITE PRODUCTS CO. 
CONGERS, N. Y 


SEND FOR 
FREE CATALOG 











ACTUAL SIZE 


The NEW LINE of Trine high efficiency 


TRANSFORMERS are full-powered — 
have a low “no-loss’ current drain. 
Heavy gauge steel case, with rust-re- 
sistant aluminized finish assures dura- 
bility. Compact, streamlined design. 


NEW MODELS 


are equipped with an EMERGENCY 
THERMAL SWITCH to prevent overload 
and burnout. “Clamp-on’’ models have 
a quick-mount screw bracket for easy 
mounting to outlet, switch and fuse 
boxes. All UL APPROVED 


Available in 


“CLAMP-ON” TYPE and “SURFACE” TYPE 
10 volt, 16 volt, 24 volt and tri-volt 


Write for literature and prices 





EMERGENCY 
THERMAL 


‘ SWITCH 
for your safety 
- 7 


J. H. Miner has been appointed 
vice president and general sales man- 
ager Of Dominion Electric Corp., 
Mansfield, Ohio. Howard E. Bosh 
has been named assistant sales man- 


ager. 


Howard E. Hall and M. Jess Malling 
(formerly associated with the Jacqua 
Co.) have established a new electrical 
catalog business—Hall and Malling, 
1617 Lotus S. E., Grand Rapids 6, 
Mich. 


John B. Balmer has been elected 
president and chief executive officer 
of The Murray Corporation of Ameri- 
ca. Balmer, formerly president of John 
Wood Co., brings to his new position 
a wide experience in general manage- 
ment and a broad background in the 
marketing and manufacturing of con- 
sumer durable and basic industrial 
products. 


Hartley Bond has been appointed 
marketing manager for the New Bed- 
ford plant of the Cornell-Dubilier 
Electronics Div., Federal Pacific Elec- 
tric Co. 


James W. Hanker has been appoint- 
ed Contract Sales Liaison of Landers, 
Frary & Clark. With headquarters in 
Washington, D.C., he will work with 
the Armed Forces on the research and 
development of projects for the com- 
pany. 


Albert H. Leader has been named 
vice president-sales of the Sequoia 
Wire and Cable Co., subsidiary of the 
Anaconda Wire and Cable Co. He has 
been Los Angeles district manager for 
Anaconda since June 1, 1960. 


At the annual stockholders meeting 
of Rumsey Electric Co., Philadelphia, 
Pa. the following directors were elect- 
ed for the ensuing year, and the di- 
rectors elected the following officers: 
J. Baker Harris, Jr., board chairman 
and chief executive officer and di- 
rector, succeeding George A. Rumsey, 
deceased; Charles L. Greenley, presi- 
dent and director; George S. Gross- 
man, senior vice president and di- 
rector; William T. Johns, Jr., vice 
president, chairman executive com- 
mittee and director; George S. Trim- 
ble, director (retired May Ist as vice 
president); Howard H. Sheppard, vice 
president of sales and manager, Utility 
and Power Department and director; 
T. M. Gottschalk, secretary, treasurer, 
and director. 


William C. Nusbaum has been 
elected vice president of Day-Brite 
Lighting, Inc. Nusbaum was formerly 
assistant to the president, Emerson 
Electric Mfg. Co. 
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menneaii bat 


‘TESTS PROVE: 
10% more slip | 


with 
Y-ER EAS 
Wire Pulling Lubricant 
For Lead, Rubber, Braid or 
Synthetic Covered Cables 





~ % : 

' \ Sc There is only 
one Y-ER EAS 

Don’t accept substitutes. 

The extra slip means extra 

savings on every job. 





* Creamy, non-corrosive. 
Never greasy or messy. 
Prevents sticking or setting. 
Extra slip for saddles and 
turns. 
Does not run back on cables. 
Never harmful to hands, cloth- 
ing, cobles or conduit. 





Write for 
descriptive 
literature 


At all Leading Electrical Supply Houses 


“7 ELECTRO COMPOUND CO. 
4153 W. 150th St., Cleveiand 35, Ohio 








| Wire and Cable Co., a wholly owned 
| subsidiary of the Anaconda Wire and 








THEY STAY ON 
All VICTOR “MAGIC” CLAMPS 
and STRAPS for Thin and 
Heavy Wall Conduits have 
this time-saving snap-on 
feature. 


Contractors everywhere are 
switching to VICTOR. Cash in 
on this heavy demand. Add 
these fast selling, profitable 
Clamps and Straps to your 


VICTOR products are 
neatly packed, clearly 
and attractively labelled 
Orders for stock items 
shipped within 24 hours 





Write for the new 
Victor Strap Catalog 
Lists over 600 items 
to fasten Wire, Cable 
Tubing and Conduit 


\Wictor SPECIALTIES, INC. 


775 MAIN ST., NEW ROCHELLE, N.Y 





Prismatic 
| just issued by Stonco Electric Prod- 
| ucts Co., 
! 





The Greatest Single Source for Clamps and Straps 
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R. Canon Clements has been elected 
a director of Edwards Co., Inc., Nor- 
walk, Conn. Clements is senior vice 
president of Schroder Trust Co., New 
York investment banking firm. 


Eugene A. Christian, Jr. has been 
named chief engineer of the Sequoia 
Cable Co 


Steward E. Robinson has been ap- 
pointed vice president in charge of 





eastern sales of Electro Lighting Corp., 
Chicago, Ill. He will headquarter in | 
the New York office 

William O. Lippman, after serving | 
43 years with Westinghouse Electric | 
Corp., has retired. He held the post of | 
vice president in charge of the elevator 
division. Vale Freeland, sales execu- 
tive, retired April Ist after 36 con-| 
tinuous years with the firm’s appliance | 


operations. 


{ 
Henry F. Callahan has been named 
senior vice president of Sylvania Elec- 


tric Products Inc. In his new capacity, 


Callahan assumes responsibility for the 
operations of Sylvania’s Lighting Prod- 
ucts Div. 


NEW LITERATURE | 


Standard Radius 


RIGID 
ELBOWS 























ALUMINUM 
Black Enameled 
Hot Dip Galvanized 








Fixtures—A new catalog 
Kenilworth, N. J., illustrates 
their new line of completely weather- 
proof prismatic wall brackets and 
ceiling fixtures for all residential, com- 
mercial and industrial exteriors re- 
quiring clean architectural styling in 
a “light-engineered” luminaire 


DC Power Supply—A 
brochure telling the “inside story” of 
Sola’s new CVQ Transistorized DC 
Power Supply has just been compiled 
by Sola Electric Co., Elk Grove Vil- 
Ill., division of Basic Products 


new 8-page 


lage, 


| Corporation 


High-Bay Lighting—Many of the 
lighting problems in modern industry 
are discussed and analyzed in the new 
High-Bay lighting catalog offered by 
the Benjamin Division of Thomas In- 
dustries Inc., Louisville, Ky. Solutions 
are suggested in the form of the vari- 


ous mercury vapor and incandescent 


lighting fixtures with each fixture 
being defined as to what type of prob- 


lem it is designed to solve 


Transformers—A new 4-page 
chure on Standard Sinusoidal 
stant Voltage transformers is 
available from Sola Electric Co., Elk 
Grove Village, Ill., a division of Basic 
Products Corporation. 


Con- 


bro- | 


| 


now | 


| 








FOR LESS 


re 











PAT. 2885169 


The New Hump Drive-it 
Strap has a sturdy 
head to insure Easy- 
Drive without 

bending or pulling 
out. Made of No. 

8 heavy wire. 

Zinc plating 

Prevents rust. WRITE FOR FREE SAMPLES 


ESSENTIAL 
FOR 
ELECTRICAL 


COPPER PLATED 
AVAILABLE FOR 
PLUMBER'S USE 





SOLD ONLY THRU LEADING ELECTRICAL WHOLESALERS 
THIEL TOOL & ENGINEERING CO.,INC. 


1417 N. MARKET ST. LOUIS 6, MO 
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Manual Starters—Brochure 10-B1, is- 
sued by Furnas Electric Co., describes 
a complete line of manual starters 
for fractional horsepower motors 
These new devices are available as 
single and two pole units with built 
in thermal relays to protect the motor 
from sustained overload. 


a 








! Strip Heaters—Full descriptions, 11 

(JUICK comfort for your customers: lustrations, and selection procedures 
for its line of general purpose and 

finned-type strip heaters are provided 


UICK profits for you! in a new 12-page, two-color catalog 
(C-300 now being offered by The 


Bryant Electric Company, Bridgeport 


MODINE _"m 


Conductor Stringing Equipment 
ELE¢ } Rit Sherman and Reilly, Inc., Chatta 
nooga, Tennessee has just printed a 
UNIT HEATERS new 36-page 1961 catalog on con 
ductor stringing equipment. This cai 
alog is available on request. It pre 
Here’s a high-profit line . . . loaded with sales sents photographs of the products = 
appeal! Modine electric unit heaters respond the job and complete dimensional and 
instantly to thermostat or manual switch. | working load information that is vital 
They're safe, clean, quiet, compact, easy to to the men in the field 
install and maintain. Ideal for countless com- | 
mercial and industrial heating jobs. Also 
supplementary residential heating ... base- | Cable Tracer—Details of a new in 
w ments, garages, etc. Seven sizes from strument designed to speed the trac 
wf ov. "I le 17,065 to 85,325 Btu/hr ing of electrical conductors are avail- 
FOR DETAILS call your Modine representative... | able from a new catalog sheet offered 
MANUFACTURING COMPANY a in the yellow pages. Or write Modine Manu- by the Pyramid Instrument Corpora- 
2 acturing Co., 1614 DeKoven Avenue, Racine, Wis , 











tion, makers of Amprobe snap-around 
test instruments. 


| Sports Lighting—The new 48-page 

& POTHEAD UNIT PACKAGING 1.E.S. Current Recommended Prac- 
tice for Sports Lighting just published 

e . by the Illuminating Engineering So- 

speeds installation; ciety covers lighting for sports rang- 
| ing from major professional games 

to recreational and playground activ- 


cuts inventory and costs! * ™% ties 


Wire—The Anaconda Wire and Cable 
é ; Co., has just published a new bro- 
Every component, device, and accessory re- . ae ee ‘ 

: chure covering specification require- 


quired for installing a G&W standard Pothead 
is quickly gathered from “off-the-shelf”, care- ments and allowable current-carrying 


fully and securely packaged, and shipped com- : capacities for Densheath 900 wire 
plete in a single carton. Once put into inventory, * The new publication provides engi- 
the needed number of potheads may be drawn 7 . neers quick-reference data usable in 
from stock, unpacked right at job-site, and put most applications of this high-tem- 
into service in short order. Not only are sub- | perature (90 deg C) designed industrial 
stantial inventory savings affected, but installa- ; 7 q 

tion costs materially are reduced 





wire 


Unit Packaging is another benefit gained from 8 Lot or Relays—A new line of multi-pole re 
Gé&W’s constant development of cable acces- ‘ lays engineered for industrial elec- 
sories and switchgear; another reason why it tronic control use has been announced 
promts oe recommend, specify, and install Sen wenene sages | by Ward Leonard Electric Co., Mount 
G&W equipment. Ask a G&W representative, Pothead ready for ship- ~ : = a oe 
or write for information about G&W potheads ment as a typical Unit | Vernon, N.Y. Tradenamed NYLINF, 


and terminations Package the new magnetically operated relays 


feature compactness, low cost and 
high reliability. Full details are con- 


G&W ELECTRIC SPECIALTY COMPANY tained in Ward Leonard Bulletin 110 


3520 WEST 127TH STREET © BLUE ISLAND, ILLINOIS aa 4 ; — 
Giw CANADIAN MFR. * POWERLITE DEVICES, LTC Tubes—A 32-page booklet describing 
TORONTO, MONTREAL & VANCOUVER industrial electron tubes, has been 
published for design engineers by The 
Machlett Laboratories, Inc. 


uperior quality standards insSpi 1 specialized desig» 
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Switches—Data sheet 186 covers the 
8 standard door interlock switches of 
the more than 150 designs available 
from Micro Switch, Freeport, Illinois, 
a division of Minneapolis-Honeywell 
Regulator Company. It includes pho- 
tographs, mounting dimension draw- 
ings, mechanical characteristics, elec- 
trical ratings and pricing information, 
as well as other helpful information. 


National Electric Code-—Latest in- 
formation on National Electric Code 
requirements most likely to affect the 
installation and operation of portable 
electric tools and equipment is avail- 
able in the revised edition of 
“Grounding Facts,” an 8-page illus- 
trated booklet published by The Ar- 
row-Hart & Hegeman Electric Com- 
pany, of Hartford, Connecticut. 


Rectifiers—A new bulletin giving elec- 
trical and mechanical specifications of 
its full line of certified silicon recti- 
fiers and stacks has been published 
by the Semiconductor Division of Syn- 
tron Company. Bulletin No. 300, il- 
lustrated in color, also includes a list 
of more than 350 JEDEC types of 
silicon rectifiers produced by Syntron 


Lighting Standards—Pfaff & Kendall, 
Newark, New Jersey has just issued 
a new 12-page catalog of davit-style 
lighting standards. In the new cata- 
log, P & K has classified the various 
davits available by mounting height 
and by arm extension. Copies are 
available on request 


Armature Winder—A new time-sav- 
ing double flier automatic model arm- 
ature winder is described in a new 
bulletin which has just been published 
by Possis Machine Corporation. Bul- 
letin 613AH describes savings in op- 
erating time and initial costs possible 
with this machine, maker says 


National Electrical Code—Crouse- 
Hinds condulets and the National 
Electrical Code are discussed in Bul- 
letin 2722, a 60-page publication de- 
tailing the applications of condulets 
in hazardous locations. Code Articles 
500-503, and 510-517 are quoted, 
along with manufacturer’s recommen- 
dations for condulets meeting the 
various Code requirements 


Fluorescent Lighting Fixtures—Key- 
stone Electric Mfg. Co. has just made 
available their complete new catalog 
of fluorescent lighting fixtures. In- 
cluded in the catalog are four distinct, 
“color-keyed” sections covering the 
“Engineered Line” of specification 
type surface mounted units, a 22-page 
troffer section, RLM Industrial units 
and the “Martline” economy units. 
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Now! M&W Electric 
100-150-200 Ampere 
Service Entrance Fittings 


Meet the ever-growing demand for larger service 
entrance requirements — use entrance cable with 
M&W ENTRANCE FITTINGS. These include 
Entrance Heads, Straps, Watertight Connectors, Non- 
watertight Connectors and Sill Plates. Available are 
a complete line of fittings for cable sizes 3 No, 3 to 


3 No. 4/0 using 1”, 1%”, 14%” or 2” hubs. 


Send tor New No. SQ illustrated Price Sheet 


with complete details. 





The M. & W. ELECTRIC MFG. CO., Inc. 


EAST PALESTINE, OHIO 


MILFORD 


HOLE SAWS 


For ADDITIONAL Profits 


It’s easy for you to get additional profits from existing 
markets by taking on the MILFORD Hole Saw Line. 
There is a great demand for these high speed steel hole 
saws among your present customers. 


You can sell MILFORD Hole Saws, with shatter-proof 
welded edge construction, with complete confidence. 
They are products of one of the country’s oldest, most 
experienced, best-known saw companies . . . leader in 
the field. Your sales efforts will be supported by consis- 
tent Thompson advertising and sales promotion. You 
will benefit from the Thompson Sales Policy, written 
and interpreted to protect your sales efforts and profits. 


For complete information on how you can in- 
crease profits by selling the MILFORD Hole 
Saw Line, write today. 


Complete Electricians’ and Plumbers’ Kits Available. > 


THE HENRY G. THOMPSON & SON CO. 


New Haven 5, Connecticut 
Saw Specialists for 85 Years 











Are You Looking For: 


Manufacturers of Busways? 
Remote Control Switches? 
Motors and Generators? 


. . . Any other electrical products? 


... Or any other “who-makes-it” or “where-to-buy” electrical 
product information? 


The EPG is organized and indexed to help you quickly find the informa- 
tion you want when you want it. The 4 sections include: 


1. COMPANY AND TRADE NAME DIRECTORY 


Names and complete addresses of all manufacturers in the Product 
Directory listed alphabetically . . . with trade names and brand 
names. 


2. PRODUCT SELECTION DATA 


Companies advertising or using catalogs in the EPG are listed. 


3. PRODUCT DIRECTORY 


Separated into 12 categories covering: 


Raceway 

Motors & Generators 

Lighting Equipment 

Signal, Comm. & Indicat. Eqpt. 
Heating & Cooling Equip. 
Tools & Supplies 


Power Trans. Line Eqpt. 
Transformation & Conver. Eqpt. 
Switching & Control Eqpt. 
Protective Equipment 

Wiring Devices & Boxes 
Conductors & Connectors 


4. TECHNICAL DATA AND REFERENCE MATERIAL 


Covers electrical symbols, diagrams, definitions, tables, formulas, 
and practical calculations used in electrical construction. 


% Subscribers received the Mid-September 1960 EPG as part of 

their regular service. A few extra copies are still available— 
when they are gone no more will be printed until next year’s edition. 
Order several copies for your office and staff—only $2.50 per copy. 


ELECTRICAL PRODUCTS GUIDE Issue 
Electrical Construction & Maintenance 
330 West 42nd Street, New York 36, N. Y. 


Please send me copy (copies) of the Mid-September 
1960 ELECTRICAL PRODUCTS GUIDE Issue at $2.50 each. 
[] Payment enclosed $ 
Ship to— 
Name 
Company Name 
Home [ 
Address—Company [ ] 
City 
Please indicate 


Nature of Co. Business 


q Only A Few Copies Left” 








T & B Distributors To 
Get Insurance Coverage 
ELIZABETH, N.J—The Thomas 


& Betts Co., Inc., has announced a 
new insurance policy-program for all 
distributors in its nation-wide mar- 
keting system. The electrical equip- 
ment manufacturer, through — the 
Aetna Casualty & Surety Co., has 
introduced products liability insurance 
for all authorized distributors, at no 
cost to the distributor. 

The policy is issued for protection 
against any possible claims for injury 
to persons, or damage to property 
resulting from _ distributors’ recom- 
mendation or sale of T & B products 
According to N. J. MacDonald, presi- 
dent of the firm, the distributors will 
be protected providing only _ that 
there is no proved negligence on their 
part and that they have not exceeded 
the company’s own warranty. 


Chicago Holds 
Midwest Electrical Show 

CHICAGO — The Sixth Biennial 
Midwest Electrical Industry and 
Lighting Exposition, sponsored by the 
Electric Association of Chicago and 
the Electrical Maintenance Engineers 
of Chicago was held May 2-4 at 
McCormick Place. 

Approximately 275 manufacturers 
demonstrated their products on ex- 
hibit. Among the products shown were 
lighting fixtures and component parts, 
industrial appliances, electric welding 
equipment, electric space heating 
equipment, industrial communication 
equipment, and electronic equipment. 

Some 20,000 industry executives 
and prospective customers of electri- 
cal products in the Midwest, from a 
five-state Midwest area, including in- 
dustry leaders, architects, distributors, 
and contractors attended. 


Housing Starts 
Expected To Rise 


WASHINGTON, D.C.—Along with 
the Spring thaw, housing starts are 
expected to rise in the ensuing months. 
One substantial boost to building 
is the expected approval of President 
Kennedy’s Federal Housing bill. 

Latest figures from the U.S. De- 
partment of Commerce show that 
work was begun on 77,700 housing 
units in February of this year in com- 
parison with 70,600 units in January 
and 90,200 units in February 1960. 

Nonfarm housing starts rose to 74,- 
200 units of which 70,400 units were 
privately owned. These 70,400 units 
represented a seasonally adjusted an- 
nual rate of 1,100,000 units, up 5% 
from the January rate of 1,049,000 
but 18% below February 1960 
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Bringing you sales-tested ~~~~~-~" 


methods and policies .. .« 


For more efficient marketing 
of today’s INDUSTRIAL 
ELECTRICAL PRODUCTS 


With the practical informa 
tion in this book, you can 
more effectively and prof- 
itably market a full range 
f electrical apparatus and 
ipplies Here ire facts 
ind techniques covering 
very major phase of the 
field--from market charac 
teristi and f 





channels of 
listribution to manu- 
facturer-distributor rela- 
tions and competitive fac- 
tors. The book throws fresh 
light on such vital changes 
in today’s marketing struc 
ture as: the broader role 

growth 

of highly-specialized whole- 

salers—problems of price-cutting—and many 

Included are helpful checklist sample forms, 
that show you how t et best results in 


g 
wn operations, 


played by wents 


JUST PUBLISHED 


MARKETING ELECTRICAL 


APPARATUS AND SUPPLIES 
By EDWIN H. LEWIS 
or of Marketing, University of Minn 


297 pages, 6 x 9, 56 illustrations 
and tables, $9.00 


This authoritative volume will serve as a_ reads 
reference to best-accepted practice in marketing 
electrical products . and a guide to operating 
methods for distributors, manufacturers’ represen! ative 
and others in domestic and export markets. Major types 
f industrial electrical equipment are covered—from 
motors and transformers , to electrical cable and 
lamps. For each type, the book considers such vital 
factors ag most efficient 
channels of distribution 
. pricing policies .. . 
servicing methods - 
post field stock 
ertising and 
techniques, 
are looking 
* control devices ‘ ct and safety 
an auxiliary 
rganization, or a check 
* lighting fixtures list for rating the effec 
and lamps tiveness of a salesman— 
© and other mod- you will find here prac 
ern electrical prod- tical information that 
ucts leads to extra sales 
ttt volume 


— 
Provides a wealth of 
information for suc- 
cessfully marketing: 

* generation and 
transmission equip- 
ment 


* electrical con- 
struction materials 








15 informative chapters cover . ° 

The Electrical Industry. Electrical Users of Ap- 
paratus and Supplies. Competitive Factors in 
the Industry. Channels of Distribution. The 
Manufacturers’ Representative. The Electrical 
Distributor. Auxiliary Service Organizations. 
Motors and Generators. Transformers. Electrical 
Distribution and Control Apparatus. Electrical 
Wire and Cable. Wiring Devices and Supplies. 
Lighting Fixtures. Lamps. The Future of the 
Industry. 


10 DAYS’ FREE EXAMINATION 


| McGRAW-HILL BOOK CO., Dept. Ews-5 | 
| 327 W. 4lst St., N.Y.C. 36 


Send me Lewis’ Marketing Electrical Apparatus 
and Supplies for 10 days’ examination on approv- 
al. In 10 days I will remit $9.00, plus few cents | 
for delivery costs, or return book postpaid. (We 
pay delivery costs if you remit with coupon; same | 
return privilege.) 


| Name = | 
| Address ° | 
| City 7 » | 
| Company | 
| Position | 


McGraw-Hill Intl, N.¥.C EWS-5 


For price and terms outside U.S | 
I 
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Harold E. Brown 


Harold E. Brown, 67, 
president in charge of sales for Strong 
Electric Co., died March 29, in To- 
ledo, Ohio. Brown was with General 
Electric Supply Corp. 25 years before 
joining the Strong organization. He 
retired last June, but continued with 
the firm as a part-time consultant 


former vice 


William Wilson Scott 


William Wilson Scott, president of 
Federal Sign and Signal Corp. of Blue 
Island, Ill. died suddenly, on April 1. 
Scott joined the firm in 1922. In 
1949 he became division vice presi- 
dent, and in 1951, executive vice 
president. He was president from 1953 
until his death. 


interior Acts To 
Bar Bid Collusion 


WASHINGTON, D.C.—The De- 
partment of the Interior has stated it 
will include in invitations for bids on 
clause aimed at barring 
Interior Secretary Stewart 
Udall said the provision currently will 
apply to the agency’s procurement of 
equipment. 


supplies a 


collusion. 


materials, 
However, he said, consideration is be- 
ing given to including the clause in 
construction contracts, too 

The clause requires a bidder cer- 
tify that the bid he submits in re- 
sponse to an Interior Department in- 
vitation was arrived at independently 
According to department lawyers, if 
a bidder accepts the provision and 
later is found guilty of collusion, the 
government can claim double dam- 
ages under the False Claims Act in- 
stead of only single damages under 
the Sherman Act. The Sherman Act 
limits federal claims to single damages 
though it permits triple damages to 
private antitrust suits. 


supplies and 


NAED Exec. Dir. Speaks 
At Upper Midwest Meet 


MINNEAPOLIS—Arthur W. Hoop- 
er, executive director of the National 
Association of Electrical Distributors 
was guest speaker at the industry 
luncheon meeting which opened the 
24th Annual Upper Midwest Elec- 
trical Convention, held recently in 
Minneapolis. 

Electrical distributors in the Twin 
City area numbered 214 at the four- 
day event last February. 

Electric Home heating was the dom- 
inant theme at the 1961 convention 
There was a 34-booth display of heat- 
ing equipment and insulation in the 
Hall of Cities. 





CLASSIFIED ADVERTISING 


SELLING OPPORTUNITIES 


AGENTS WANTED LINES WANTED 


POSITIONS WANTED BUSINESS OPPORTUNITIE 


RATES 
DISPLAYED 


e rate for Employment is $16.00 per inch for 
advertising appearing on other than a contract 
basis. Contract rates quoted on request. Sub 
ject to Agency Commission 

Other advertising is $14.50 per inch. Not subject 
to agency commMission 

An advertising inch is measured %” vertically op 
a column—3 columr 30 inches to a page 

UNDISPLAYED 

$1.80 per line minimum 3 lines. To figure ad- 
vance payment count 5 average words as a line. 

Box numbers—counts as 1 line 

Position Wanted ads are % the above rate 

Discount of 10% if full payment is made in ad- 
vance for 4 conseculive insertions 

Send NEW ADS or Inquiries to Classified 

Ady. of ELECTRICAL WHOLESALING 

P. O. Box 12, New York 36, N. Y. for 

June issue closing May 15th. 











lassified Ad bi 

Send to office nearest 
NEW YORK ¢ « 
CHICAGO 11 N 
SAN FRANCISCO 11 


f 


this publicatior 


POSITION WANTED 


Executive fully experienced all phases elec 
supply, sales, purch administration seeks 

managerial positior Ability to handle any size 

volume, PW-5969, Electrical Wholesaling 


SELLING OPPORTUNITIES WANTED 


An_ Individual, presently employed in large 

agency, wants opportunity to represent in the 
State of Michigan one or two manufacturers. 
Straight commission—Real representation. RA- 
6169, Electrical Wholesaling 


Mfr's Rep. Metropolitan New York and New 

Jersey seeks additional High Caliber Lines for 
Electrica! Wholesale Distributors RA-6206, 
Electrical Wholesaling 


1 need two good electrical lines for Ohio and 

North Central Kentucky arehouse facilities 
available. I have just returned to the agency 
business after five years of manufacturing pre- 
ceded by ten years as an electrical manufacturers 
agent. RA-6593, Electrical] Wholesaling. 


Mfr's Agent, metropolitan N. Y. area, wants 
quality line to sell electrical wholesalers. RA- 
6559, Electrical Wholesaling 


New England Mfr's Rep; complete office, 

warehouse and sales staff—currently doing over 
$3,000,000 volume for four triple A manufac- 
has opening for one more top flight line 
to travel with this good company RA-6522, 
Electrical Wholesaling 


turers 





ELECTRICAL SUPPLIES, WIRE, MEDICINE 
CABINETS, DESIRED BY ACTIVE, AGGRES- 
SIVE REPRESENTATIVE FOR FLORIDA, 
GEORGIA, ALABAMA, PUERTO RICO, VIR 
GIN ISLANDS. 

RA6626 Electrical Wholesaling 
Class Adv. Div., P.O. Box 12, N.Y. 36, N.Y 











—— MANUFACTURERS! 

You will receive better results from your 
“Representative Wanted” 
you will state in your copy what territory 


advertising if 


or territories are available. 





new speed and 
economy for 


wire and 
cable handling 


Advanced REEL-O-MATIC engineering 
now brings big savings in man hours 
and money to wire and cable reel- 
ing, coiling, measuring and cutting 
operations. 


Above is the new, mobile REEL-O- 
MATIC payout unit equipped with ac- 
curate, direct-read footage meter and 
sure-hold floor lock. Enables you to 
eliminate under-cut or over-cut losses, 


Note the simplicity of this power 
rewind and coiling unit, Hydraulic 
jacks quickly raise and position your 
reels. Variable-speed drive and foot 
control produce properly wound coils 
and reels, Fixed or mobile units avail 
able to meet all reel requirements 
For full details address Columbia 
Products Co., Wrightsville 3, Pa. 
Phone: Wrightsville 4211. 


REEL: O- wane 


“The famous name in Reel- 
Handling Economy” 
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In ALL of the 65 years we've 
been in business, not one roll 
of Plymouth Electrical Tape has 
ever been sold directly to a 
user. This is our cardinal rule 

. our inflexible Distributor 
Policy . . .and it helps everyone 
in the industry. Without our 
Distributor Policy, costs would 
increase. Here’s how: 


To visit every contractor, dealer and 
cuts industrial plant, we'd need at least 300 
az 
INSTRUCTIONS, : more salesmen. 
for the use oO 
this cutter and (iy, , ; 
Comes Y We'd also need ten times more office 
severse side of ' 44" 1.66"x 007” . 
insert. m z. help, packers and shippers. 


Moreover, users would never get the 
wonderful service they get now. Our 
full-functioning distributor stocks plenty 
of Slipknot Tape, and gets it to the 
user fast. 


To keep abreast of new products and 
market changes, users would have to 
see hundreds of additional salesmen 
every month. 


TH E O N LY sy I {1 I N G B | wy E R Repeat business is vitally important 


to the distributor — and that’s why 
, . he stocks only the highest quality lines. 
THAN PLYMOUTH TAPE 
Users would be charged for freight, too 
— but if they're in a metropolitan free 


I S THE | ow LY MOUTH delivery zone, our distributor delivers 


without charge. 


DISTRIBUTOR 


Plymouth Electrical Tapes — 
, Friction, Plastic, Rubber — are 
> ’ ; . 
POLICY the best any user can buy.. . 
and he buys best from his dis- 
tributor. Neither of us could get 
GUA WMWROE “MESS OS along without him. 
= 


Sie 
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SLIPKNOT i Aca 


ae 


[7 €or 


RECOGNIZED 
DISTRIBUTORS s 


Ak! mee 
ot “2 


er yes 


There's a Plymouth Tape for 
every need — specify SLIPKNOT 


FRICTION TAPE 
| 


NO..5 - SOGM. 60: FT. 00g or PLYMOUTH in your next order! 


PLYMOUTH RUBBER COMPANY, INC. 


QUALITY SINCE 1896 CANTON, MASSACHUSETTS 





with BUSS Fuses 
in the 
Royal Dutch Airlines 
Bldg. New York City 





INCREASE SALES BY POINTING OUT TO FUSE PROSPECTS 
THIS NEW EVIDENCE OF THE MODERN TREND TO FUSES 


When Western Hotels modernized their Portland, 
Oregon Hotel, they wanted—and got—the safest and 


most dependable electrical protection available. 


The Electrical Engineer, Fritz Klawa and the Elec- 
trical Contractor, Pitman Electric Co., both of Port- 
land, who designed, specified and installed this modern 
installation, concurred that for electrical protection 
adequate for today’s needs and tomorrow’s demands— 
BUSS Hi-Cap and FUSETRON fuses were the answer 


When any of your customers or prospects have a 
problem in electrical protection, point out to them this 
installation and also remind them that BUSS and 
FUSETRON fuses have the interrupting capacity to 


handle today’s available fault currents with safety— 


and the added inherent interrupting capacity to provide 
for electrical system growth. 


When you sell BUSS and FUSETRON fuses, you 
and your house not only make a good profit—but you 
know that there will never be any comebacks because 
you have recommended today’s safest and most de- 
pendable electrical protection. 


Should you run into some problems in electrical 
protection that puzzles you, call on the BUSS Fuseman 
in your territory. He is a specialist and undoubtedly 
can help you close the sale . . . and he is happy to be 
of service. 


BUSSMANN MFG. DIVISION 


McGraw-Edison Company 
St. Louis 7, Mo. 





Electrical Protection Goes 


MODERN with BUSS FUSES 




















